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VOICE of the TRADE 


AS Spring approaches, thoughts 
turn to the open road, or the high- 
way over which shoes are worn as 
they serve the pedal needs of multi- 
tudes. First—there was the Indian 
trail for moccasined feet. Next— 
came the path for the hobnailed 


§ 


— 


Q 


¥ 


boots of the colonists. Then—came 
the road for the wheeled vehicle as 
drawn by ox or horse. Now—the 
concrete highway for the engined 
car, and multitudes roll along in- 
stead of walking. 

Yet the walk ways, commonly 
known as sidewalks, are crowded 
with surging pedal traffic and in 
some rural regions many journey 
along on two feet—same as of old. 
This business of walking is both 
ancient and common and the life 
of the shoe trade is dependent upon 
it—for if no one walked, few shoes 
would be worn out and shoes would 
be made chiefly for foot coverings 
good to look upon. 

So, should city sidewalks be 
widened, in order that an increas- 
ing number may walk along with 
more ease? And should sidewalks 
be built along-the motor highways 
in order that those who deligat in 
foot exercise may be served as well 





as those who ride along in the swift 
motor cars? In the Springtime 
thoughts turn to the open road and 
when thoughts turn that way, feet 
need shoes. 


CHARLES POSTL of Chicago— 
only a block away from the center 
of shoes in-the Loop—is a condi- 
tioneer of men and a_ builder 
of health to many shoemen who 
congregate at his gymnasium daily. 
He specializes in fast foot-work as 
an aid to health. Bowling is recom- 
mended by him to all men and 
women. He says: 

“Bowling exercises every muscle 
in the body. You walk or run to 
the foul line with the ball in your 





hand, swing your entire body into 
play and send that ball down the 
alley. Your action in that stimu- 
lates the entire body and with it the 
mind. 

“Then, too, it brings you out 
among new faces, gives you new 
friends, recreation, thrills and a new 
slant on life. Don’t confine yourself 
to your home too much. Get the 
pleasures in life that await you. 
Bowling helps you to do that.” 


Page |! 


¢¢,JOIN the Navy Brigade” is the 
color opener for Spring. In Chi- 
cago all stores in the week before 
Washington’s Birthday went into 
blue in a big way. It was “Navy 
leads”—the “Navy swings into ac- 
tion” and in every shoe window— 
Blue. As a result the season is off 
to a flying start. 


How. 
one 





If every city and town tried col- 
lective promotions of a ‘color, it 
would banish Winter shoes and en- 
courage timid customers to buy 
with a feeling that Blue is Best in 
early Spring. 

“Red Earth” is a glorious name 
for the new tones in women’s shoes 
for March promotion. O’Connor & 
Goldberg use it and give it the touch 
of color that is most timely. It 
sweeps over town, for at Marshall- 
Field’s it is terra cotta in shoes, 
bags, accessories. In I. Miller’s, it 
is Carnelian and a dozen other 
names click with the public. The 
idea of a generic Textile Color Card 
name seems to cover only a trade 
terminology—individual firms pick 
romantic titles, though the basic 
color is approximately the same. 
Each in their seasonal timing is the 
way to promote these refreshing 








colors after a Winter of universal 
black. 

If the red, green and high color 
combinations could be held for 
later promotion—and at a time 
closer to sun and Summer, the trade 
generally would have thrills to offer 
the public right through the season. 


* * * 


LLEONARD P. AYRES, economist 
most acceptable to business men in 
America, says: 

“First, we are in a recovery phase 
from a depression that had created 
a shortage of goods. Second, there 
is an abundance of money. Third, 
we have low interest rates for enter- 
prise, lower than ever before in the 
history of the world. 

“This combination would under 
ordinary circumstances start a 
boom. But these are not ordinary 
circumstances. Indeed, we may 
doubt if a boom will rise at all in 
’ the five year period. It seems likely 
that wholesale and retail prices and 
cost of living will move up. But it 
seems unlikely we shall have such 
increases as constitute inflation. It 
is likely that new forms of taxation, 
new legislation and regulation will 
prevent a boom from developing.” 


* * * 


66 WV HY not sanity and fair prof- 
its?” asks Footwear Organizer of 
London. And, writing under the 
caption “Price-Ticket Obsession,” 


a> 
w 








the editor of that well-known Brit- 
ish journal of the shoe and leather 
trades proceeds to make the follow- 
ing observations, which seem equally 
pertinent on this side of the At- 
lantic: 

“How much longer is the entire 
shoe industry to remain an abject 
slave to the price-ticket fetish? Is 
there any sane reason why, at every 
stage of production, and most stages 
of distribution, there should be 
such a frantic process of cheese- 
paring that trade must be car- 
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ASSET OR LIABILITY? 


bag 
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— "Style is but a fleeting asset at 
bes: Fe 

—So said H. L. Redmond of Saks 
34th Street at the Fall Shoe 
Fashion Guild luncheon. 

—When a style is selected as a style, 
and nothing else, it falls into the 
category of a fad and offers real 
risks to the merchant. 

—lIts sales life may be short and a 
sizable mark-up is necessary in 
order to cover the losses on the 
numbers that must be sacrificed 
when the fad is dead. 

—Whereas a style selected for its 
fine appearance, plus comfort 
and utility, is another story. 

—Such a style has a longer sales life, 
can be sold in larger quantities, 
and offers a minimum risk. 

—So, in selecting your lines for Sum- 
mer 1937, when styles will be more 
varied and more glamorous than 
ever before, bear in mind these 
two divisions, buy in right propor- 
tions, place a safe mark-up on ex- 
treme or risky styles, and you'll 
find yourself on safe ground at the 


end of the season. 





tied on at prices showing either 
ridiculously low profits or none at 
all? : 

“We are faced with a position in 
which nearly everything that goes 
to the making of footwear costs 
more. 

“From raw hides and skins to 
finished leather, prices have been 
rising steeply; and all present indi- 
cations are that still further rises 
must be regarded as inevitable. 

“Labor costs in the factory also 
have mounted; and there is no- 
where even a remote prospect that 
any single item of shoe costing is 
likely to decline. 

“Both in the leather industry and 





1937 





among shoe manufacturers every- 
thing possible has been done to keep 
prices within bounds. 

“Market increases have been fore- 
seen and forestalled by heavy for- 
ward buying; and prices have been 
held down by the subsequent ‘marry- 
ing’ of stocks. At each stage the 
benefit of these maneuvers has been 
passed on to the buyer, with the 
result that few, if any, in the indus- 
try have been fortunate enough to 
secure full replacement values. 

“There must be an end to that 
process; and it cannot be much 
longer delayed, for few shoe manu- 
facturers have any more stocks of 
cheap leather which they can give 
away. 

“One of two things must happen. 
Either the great multiple-shop or- 
ganizations must rid themselves of 
their price-ticket fetish and make 
the public pay, or manufacturers 
who supply those organizations 
must pluck up courage enough to 
combine for their own protection. 

“The public is not demanding 
cheaper shoes; they are being forced 
on it by the price-ticket obsession. 
That obsession has lasted long 
enough and done harm enough. 
Why not shake it off and return to 
sanity in the forms of reasonable 
trading profits? Why not empha- 
size quality instead of price?” 


* * * 


HIOSIERY CLUBS have taken a 
new lease of life, according to 
Lydia Schulz, who operates the 
hosiery departments in the Knight 
Shoe Store in Portland and also 
the one in Nordstrom’s in Seattle 
A “meal ticket” type of card is 
used, as a means of identification, 
which has some new features. 

The idea is when the customer 
has purchased twelve pairs of hose, 
the thirteenth pair will be given 
without additional cost to the cus- 
tomer, so at the bottom of the card 
is space where the retail price of 
the hose purchased may be tal- 
lied. Customers receive hose to 
the value of the average purchase 
price. These cards form the basis 
of a good hosiery department mail- 
ing list, as the customer’s. name, 
address, phone number and size 


are all recorded. 
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MARGARET HAYDEN RORKE, 
managing director of the Textile 
Color Card Association, says: 
“Eleven colors for women’s 
shoes, comprising ten new and one 
repeated shade (Marine Blue) have 
been adopted for Fall 1937 by the 
joint committee of tanners, shoe 
manufacturers and retailers in co- 
operation with the Textile Color 


Card Association. Because of the 
increasing emphasis here and in 
Paris on color accessories, as well 
as in the entire style program, the 
committee has selected, with the 
exception of the classic Marine 
Blue, only new shades of fresh fash- 
ion appeal. A number of these 
tones are new interpretations of 
color families which have been en- 
joying continued acceptance. 
“Included in the Fall group are 
two new browns, one of the Mar- 
rona type and another, lighter and 
warmer, in the cinnamon range. 
The successful russet or copper 
family is represented by two new 
renditions replacing Chaudron and 
Spanish Tan. An important new 
oxblood version was also adopted. 
“Much fashion and promotional 
significance is attached to a special 
collection of five Scottish Clan 


colors, which represent shades char- 
acteristic of the ancient Tartans. 
Green, rustred, blue, grey and gold 
are included in this selection. 
“Eleven colors, all new shades, 
have been adopted for men’s shoes 
for Fall 1937. This selection con- 
sists of five Town Colors, includ- 
ing russet and brown tones, and six 
Hunting Colors, consisting of two 
tans, a russet shade, two darker 
browns and a grey.” 
* * # 


Ayo 
9 





FRED GANNON writes: 

“Shoes are lower in price than 
they were in 1926, and hides and 
skins are higher in price, which is 
a state of affairs that is hard to 
figure out, especially for those who 
accept the theory that as hide prices 
rise, leathér and shoe prices follow. 
Doubtless the rise for 1937 will 
come later. Quite a number of ad- 
vances in quotations were made by 
manufacturers during the first few 
weeks of 1937. 

“Shoe production in 1936 totaled 


IN THE ZENITH SHOE STORE 


more than four hundred million 
pairs, and 1937 indicates it will be 
another big production year. It’s 
difficult to figure out how more 
shoes can be made at lower prices 
from higher-priced hides and skins 
—excepting for the explanation 
that increased production, through 
improved methods, leads to lower 
costs of making shoes.” : 


* %# 


HAENRY FORD likes to walk. And 
he advises folks to walk more. He 
took a brisk walk on his recent 74th 
birthday and that looks like proof 
of the shoemaker’s prescription: 
“Walk and be healthy.” 

Mr. Ford has done more than any 
other mortal to take the race off its 
feet and put it into the seats of 
motor cars. Nevertheless, he ad- 
vises that folks keep hoofing along 
on two feet. He advises activity for 
both brain and brawn. Does he, like 
Lincoln, think his most constructive 
thoughts when he is walking about 
on his two feet? 

A few years ago some shoe men 
feared motor cars might affect shoe 
sales adversely. We doubt it; never- 
theless it’s always good policy to 
encourage the wholesome, healthy 
recreation of walking. 





-GRANKAM 
HUNTER*~ 



































SALE! MY DEAR MAN, 
\ WANT “ou ‘To SEND ME 
THREE VOZEN PAIRS IN 
ASSORTED SIZES. I'M 

FROM THE CHILVREN’S 

HomMeE. 

















SHOES 
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\\ by 
The ankle-length “waltz dress” as fea- 7" ALICE MAXWELL APPO jal 
tured by Schiaparelli was headline PS ded 
news in the Spring openings. pC PARIS EDITOR Ft 
A NEW movement is quietly but steadily stimulating 2-1 
shoe design in Paris. This is the rapidly growing | bn? Oe 3, fF onai 
tendency of the French couture to sponsor shoe styles f a SS Sas | o 
and, more significantly, to cooperate in their de- | ee ee 
velopment. 

Just a few seasons ago, dressmakers’ collections The 
featured a standardized shoe. Some houses shod their laun 
mannequins in beige satin slippers, others in black 
satin pumps. Patou was among the first to secede from 3, 
this practice. He broke the ice by showing sports alin 
shoes with sports dress, and the models were designed | 
especially for him. 4] 

The custom has grown by the proverbial leaps and with 
bounds. The list of houses featuring shoes especially aus 
designed for them for the big spring collections in- ae 
clude Schiaparelli, Patou, Maggy Rouff, Mainbocher, sid 
Vionnet and Worth. arou 

When these Paris dressmakers rang the curtain up 
on their 1937 Spring showings they flashed some new 6—1 
and striking footnotes. sige 

Printed leggings appeared for day wear, and crochet — 
toe covers stepped out on evening sandals. Red tennis gr 
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Parade In Paris Openings 





The French Dressmakers Make A Strong Point 
Of Footwear In Their Spring Showings. 


shoes, green bicycle boots and two-color evening slip- 
pers, one color to each foot, were other eye-compelling 
Again Schiaparelli launched Padova models, again 
featuring kidskins. As the sketches indicate, these put 
a lot of emphasis on straps, straight and wavy ones, 
and more particularly on interlaced or latticed straps. 
Lanvin sponsored the leggings. She showed them 
in print to match printed crepe frocks. With longer 
skirted, more formal, pririted day dresses she featured 
gaiters in the print fabric. In both cases the stocking 
was entirely concealed, if indeed it was worn at all. 
Alix it was who startled her clientele with gold 
kid sandals accompanied by individual toe covers of 
gold crochet, five for each foot. The effect was like 
a glove for the toes. She put the emphasis again on 
heelless, flat soled sandals. 
The pronounced tendency in this Coronation’ year 
to lighten somber black evening dress with bright 








l—Inspired by Coronation pomp 

and pageantry is this evening san- 

dal in white and silver kids, stud- 

ded .with multi-color stones in 

“crown jewel” tones. Featured by 

Maggy Rouff in her new collec- 
tion, designed by Enzel. 


2—Rhinestone crowns reflect Cor- 

onation influence in their manner 

of decorating evening pumps and 
sa 


The following four models were 
launched oY sapingn Ili and de- 
signed by Padova. 


3—A serpentine front strap char- 

acterizes this model of sapphire 

blue kid. Blue satin elastic holds 
the straps taut to the heel. 


4- -Beach sandal in white calfskin 

with low heel and strap back. The 

same model for town wear is fea- 
tured in black or navy. 


5—Interlaced straps of pink kid 

made this evening sandal held 

around the ankle by a pink satin 
elastic strap. 


6—This ankle-height shoe will 
prabably be as widely publicized 
as the bandage shoe of last season. 
Made of kid or satin latticed with 
horizontal elastic bands, it made a 
great sensation at the showing. 


color, often through crepe or chiffon scarfs, gave 
Paquin the opportunity to flash two-color footwear. 
With a dress of black crepe, scarfed one side with 
green and the other side with coral were worn one 
green and one coral sandal. This idea, of course, goes 
back to the Renaissance when mismatched shoes and 
stockings were part of the costume picture. 

In the Ardanse collection, red suede tennis shoes 
struck a new color note, featured with a white dress 
and a red suede jacket. Green calf bicycle boots 
matched a calfskin belt, both worn with cycling shorts 
of lighter green linen topped with a removable wrap. 
around skirt.. The evening footwear shown here were 
high heeled pumps of Padova design, in gold or sil- 
ver kid, with simple self leather ornamentation in 
front. 

Maggy Rouff launched her jewel-studded white and 
silver sandals in “crown jewel” effect and colors. 

[TURN TO PAGE 58, PLEASE] 
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HEERE’S the size of it. 

The parallelogram at the top of the page opposite 
charts the common division of sales-resistance in the 
retailing of shoes. 

In the average shoe store of medium volume sales 
the relative proportions of missed sales are about as 
diagrammed. More sales are lost because of a lack of 
sizes on the shelves than because of a lack of style 
selections to show the customers. 

Why? 

Because the shoe buyers are faint-hearted! 

If this is true, three-fourths of the problem of sell- 
ing shoes is mechanical. A carpenter, looking at the 
parallelogram, at once would advise buying more 
sizes and fewer patterns. And the carpenter would 
be right. 

But if you asked the carpenter which patterns to 
leave out and which ones to plunge on he would lean 
his saw against the wall and shove his hat to the 
back of his head. 

“Well, I don’t know about that,” he’d say. “All 
I know is you gotta have sizes if you’re gonna sell 
shoes!” 

And the carpenter still would be right. 

“I think you've got something there,” you'd be 
forced to reply after considering his logic silently for 
a minute or two. 

Forecasting style-demands correctly is the main job 


an order for sixty pairs or less. 
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bawls the umpire every time a Buyer writes 


of the shoe buyer, the thing which eventually makes 
or breaks him. The strange psychological twist in 
many a buyer’s mind is that he will jeopardize his 
chances for success as a clairvoyant by deliberately 
taking on an added hazard consisting of no-sizes-to-sell 
in the patterns that he forecasts as winners. 

Now, before you get all burned up and throw this 
issue of the Boot AND SHOE RECORDER out the win- 
dow, give yourself this break: 

Assume, just for the moment, that what you've just 
read is approximately correct. Not with you, perhaps, 
but with ordinary shoe stores and ordinary buyers. 
And assuming that these buyers are faint-hearted, ask 
yourself what it is that makes them so. 

Why don’t these buyers pick out a style of shoe 
they like and then buy it in heavy size runs across the 
sheet? Once they’ve selected a pattern why don’t they 
go to town on it? Why haven’t they complete confi- 
dence in their choices? Why don’t they knock off 
an order for three hundred pairs, instead of for 
sixty-two? 

Three hundred pairs! 

Sure. What’s wrong with three hundred? 

The reason these buyers don’t buy three hundred 
pairs is because they are filled with FEAR. Fear of 
their own judgment. Fear that they may have guessed 
wrong. Fear that the end of the season may leave such 
a gigantic bug on the shelves that they’d never live it 
down. Fear that the world might come to an end 
with a lot of shoes on hand unsuitable for the angels 
in heaven to wear. 

And with this quaking fear in their hearts, what 
do these wavering buyers do? Instead of backing up 
their own convictions about the season’s style trends 
by buying a size range heavy enough to return them 
a handsome profit, what do they do? 
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TOTAL SALES RESISTANCE 





Lack 
of 
Styles 














Give Yourself a BREAK? 


They buy five different styles of sixty pairs each! 

They still buy three hundred pairs of shoes, but 
they multiply the hazard by five and add the tremen- 
deus handicap of “NO SIZES.” They bolster up a 
tottering decision with a rickety size-range, like re- 
enforcing a crumbing levee with corn meal mush. 

Is it logical? 

If the desire is to be cautious, does it add up 
that way? ; 

It does not! Instead of being conservative it is 
highly speculative! It is worse than speculative, for 
it virtually guarantees that the lack of sizes will kill 
the cleverest of styles and prohibit all chances of get- 
ting in on the big money. 

Instead of playing close to the belly like a cagey 
gambler they have shoved all their chips into the 
middle of the table to draw to an inside straight. 

And look what has happened to the carpenter’s 
parallelogram. 


TOTAL SALES RESISTANCE 





Lack Lack 
of of 


Styles Sizes! 














The sales-resistance is now greater than ever! Sales 
are being lost right and left through lack of sizes. 
Salesmanship is of no avail. In fact, the salesmen are 
no longer salesmen; they’re hunters! They’re hunting 
for sizes! They’re stalking the aisles hunting for five 
bennies and seven triples and six singles! The cus- 
tomers are craning their necks and twisting in their 
seats! 

But the styles are fine! The sales-resistance as far 
as styles are concerned is practically nil. Only you 
can’t fasten an eight quad’ on a foot that draws three 


and a half on the stick even if you use rubber bands. 
The customers just won’t hold still, and neither will 
they lay the money on the line. 

THE BUYER NOW HAS A STORE FULL OF 
SHOES AND CUSTOMERS, AND CAN’T PUT THE 
PUZZLE TOGETHER! 

But not your store, of course. This is a hypothetical 
store. We are assuming these things for a moment 
just to have a lot of good clean fun. 


AS for your store, you just finished taking an inven- 
tory. It didn’t please you any too well, even if the 
profit and loss statement did show good progress 
over the lamented past. But you alibied here and you 
excused things there, and you hoped a little over here, 
and then you transferred what was left to the hash 
section. And the bulk of the stuff you dumped into 
hash were faint-hearted purchases of shoes which never 
had a chance. 

They were short lines to begin with. 

All right. Do yourself a favor. Do this. Take your 
ewn inventory recap’ which was recently prepared and 
divide the total number of pairs of shoes by the total 
number of patterns represented. 

Have you got it? 

Thirty-six? You must be wrong. Try it again. 
Leave out the hash but use everything else. 

Thirty-four? 

Shades of the great Colonial Year! How do you 
expect your salesmen to fit shoes out of a stock which 
averages only thirty-four pairs to a line? No wonder 
your adjustments are heavy! No wonder your re- 
turns are mounting! No wonder your turn-over is 
lousy! No wonder your investment is too high for 
the business you are doing! 

But in reality your inventory may not be too heavy 
at all. Your style selections, likewise, may be in ex- 
cellent taste and judgment. In fact, you may have 
hit the season’s demands for colors, materials, and 

[TURN TO PACE 40, PLEASE] 
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Prologue: 

IN these customer studies that we are going to make, 
the customers have absolutely no shoe background; 
they are people whom we have met in the city of 
Chicago and asked to come here. We have no idea 
of the size of their shoes, the types of shoes they want. 
We did think that in a little demonstration of contact 
between the shoe audience and the customer, we might 
discover a few truths that might be helpful in the 
future sale of shoes, because you must remember this: 
THE CUSTOMER HAS ALL THE QUESTIONS and 
| hope this audience has all the answers. 

I am going to ask shoe men to volunteer from the 
audience, to come up, measure the foot and make the 
sale. It is obvious that we don’t need to go through 
the ceremony of meeting the customer at the door and 
having a stereotyped formula of greeting, because in 


- 
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every community it is different. In the South they 
may say, “It’s a pretty day,” and in the state of 
Maine they may say: “Well, how are you?” What- 
ever it is, the greeting must be a part of the personality 
of the individual at the fitting stool and in the store. 
We will just pass that part by. 

I think we will all become better acquainted with 
customers in this demonstration which we are trying 
out today. It will be full of flaws and defects but at 
least it is the beginning of our own studies, as an 
industry, of the customer. The customer has all the 
questions. 

I tried this thing under George Hess’ direction, in 
the city of New York by visiting a number of shoe 
stores in that city. We asked a number of questions 
of customers. We put a dictaphone behind a number 
of chairs so that we could listen to the dialogue between 
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TL’ aly a) ° . . * 
First of a series of dramatized selling scenes as originally staged at 


the National Shoe Fair for the purpose of “getting closer to today’s customer” and 


in the belief that, from this fitting stool dialogue, you may discover significant reasons 


for making consumer studies that will prove helpful in your own store. 


the clerk and the customer, and it was very refreshing 
and entertaining to see the many new phases of the 
shoes business that were developed. 

Believe it or not, the words we use, and the terminol- 
ogy of ‘the trade, sometimes need corrections. We 
shoe men use the term “last” in the belief that the 
public knows what the word means but sixty-two peo- 
ple out of a hundred thought that the word “last” 
meant the most recent shoe built. We asked these 
customers in the store, “What does the ‘last’ mean 
to you?” and the customer would say, “ ‘Last’! Why, 
most recent shoe.” 

After we had explained what it was, some customers 
would say, “It’s a block of wood? And it’s not in 
the shoe at the moment? Well, where is it? Why 
haven’t I got it? Should I have it?” ; 


\\Lno ls [Resrpensnllle 


sene: Model Shoe Store 


at National Shoe Fair 


There were many questions on that very simple 
trade word “last.” 

Now if the public has one language and we have 
another language, we think it is about time we got 
together and talked the same language because by so 
doing we are going to get this American public of 
ours more appreciative of shoes and more appreciative 
of paying more money for shoes, and that is going 
to be our simple plan. 


Now, will somebody volunteer to fit this lady to shoes such as 
she may want for Easter? 

. . . Mr. Pidgeon, of Rochester, offers to make the sale to 
the customer 


SALESMAN: How do you do? Nice day, isn’t 
it? And what were we thinking about today? 

CUSTOMER: Shoes. 

SALESMAN: Shoes? Oh sure. Shoes. That’s 
what we want to think about. It’s a lovely day all 
right—a bit windy such as we get once in a while, 
but we have to have shoes just the same. 

What had you in mind today in the way of a shoe? 

CUSTOMER: Well, I was saying a prayer that 
you'd be able to fit me properly and comfortably. 

SALESMAN: Do your feet reaily hurt? 

CUSTOMER: No, they don’t hurt now. 

SALESMAN: But they do sometimes? 

CUSTOMER: Well, I’m wearing a shoe of a cer- 
lain size—but within one year I have worn a shoe 
marked two sizes smaller than that. 

SALESMAN: Two sizes smaller than that mark? 

CUSTOMER: And no variation in my foot. I have 
heen badly fitted, even when I have said to the sales- 
man that I know exactly what type of shoe I want 
and what I don’t want, and that I don’t want him to 
tell me the size but to fit me. 

SALESMAN: You haven’t argued about size, then? 


CUSTOMER: No. 
[TURN TO PAGE 32, PLEASE] 


The Fitting Forum was opened by George B. 
Hess, chairman of the Program Committee, Na- 
tional Shoe Fair, and a director in the N.S.R.A. 
The Editor of Boot and Shoe Recorder conducted 


the Forum. 
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How a Standard Program Improves Ser- 


vice, Speeds Sales and Impresses Macy’s 
Customers with Store’s Knowledge of 


Scientific Fitting 


by BR. E. ANDRUS 


BRIGHT at the front of the children’s shoe department 
of R. H. Macy & Co., New York, is a three-section shoe 
case with photographs and show cards that dramatically 
explain the three steps in their scientific system of fitting 
Gro-shoes—a system which has proved so successful 
that not one cutomer in a thousand ever disagrees with 
the size recommendation made by. the fitting clerk. In 
fact, the average is probably considerably less than one 
in a thousand, because when I asked about it, the 
answer was, “Very, very rarely; it doesn’t happen once 
a week.” ° 

Nearby was an ad reproduction stating that 50,000 
mothers give their children the advantage of Gro-shoes 
yearly. Other thousands buy lower-priced shoes—so 
you can see the number that insist on taking a wrong 
size is very small. When it does happen, the customer 
is told that the store would prefer not to sell her the 
shoes; if she insists, the shoe is marked “too large” or 
“too small” and the customer told that the store refuses 
any responsibility. 

But let’s get back to the system that is the basis of 
such an outstanding fitting job. At the back of the first 
section of the show case is a sign, “Step No. 1 in the 
scientific fitting of Gro-shoes.” 

“Scientific measuring requires six readings. 

“RicHt Foot—Length, heel to toe; length, heel to 
arch; width, across ball. 

“Lert Foot—Length, heel to toe; length, heel to 
arch; width, across ball.” 

Six photographs are used—three at each side. A 
group of five shoes is shown in the center, with price 
cards. These in small sizes. 

The sign at the back of the second section reads: 

“Step No. 2, in the Scientific Fitting of Gro-shoes— 
Individual examination determines posture habits, foot 
examination, arch examination, shoe tread examination, 
posture and gait examination.” Photographs illustrate 


Photographs on the page opposite show three display 

cases in children’s shoe department of R. H. Macy & 

Co., New York, which, in turn, illustrate to customers 

the three important ae fitting their line of Gro- 
oes. 


the four examination steps. Five more shoes in medium 
sizes are shown, with price cards, in the center of the 
case. 

The back of the third section of the case carries the 
sign: 

“Step No. 3 in the Scientific Fitting of Gro-Shoes— 
Complete rechecking assures accurate fitting, rechecking 
heel grip, rechecking arch fitting, rechecking ball and 
width, rechecking toe length.” All four steps are illus- 
trated and there are five more shoes in larger sizes 
shown, with price tickets. Combined selling and service. 

The fitting system so effectively presented in this dis- 
play had its inception in the belief of those concerned 
that the shoes were outstanding and deserved outstand- 
ing fitting service, as did the customers who bought 
these shoes. Sales clerks were specially trained. Dem- 
onstrations in foot examination, and lessons in fitting 
were an important part of their study. The word “scien- 
tific” is used because both the system and the fitting 
clerks who use it qualify under the dictionary definition 
of the word. 

A regular program of procedure is followed with each 
customer. The child is seated, and both shoes removed. 
Then with a special fitting instrument the three mea- 
surements of each foot are carefully taken. Particular 
care is taken not to crowd the ball of the foot when 
measuring. Knowing the extreme width, length and 
heel to arch gives correct size for normal feet. Measur- 
ing both feet quickly spots any differences. 


"THEN follows the second step—individual examina- 
tion to determine whether feet are normal or whether 
shoes must be selected to allow for peculiarities. First 
the child stands in stocking feet facing the fitter. Toes 
are examined to see if they are straight or curled, or 
hammer toes are present. The fitter also feels the foot. 


Next, the child is turned around, for a look at the 
tendons, to see if they are bowed, and a look at the 


arches also—high, normally low, or down. All bones 
are checked. Now the child walks, giving a cross check 
of the feet, and also a check on posture. Walking may 
reveal a normal low foot. 

Then the fitter looks at the shoes. Surprising how 
heavy points of tread are revealed. The worn sole 
shows which of the three points of balance are getting 
the hardest use. There’s a whole graphic case history in 
the shoe—the way the child has walked. 

With this information, the clerk determines what shoe 
he believes will be best, which may be any one of sev- 
eral types. Getting the shoes from the adjacent stock 
room, he puts them on the child and checks four major 
points: 1. Heel, to avoid slipping, or sloppy balance. 
2. Looks at arch to see if it hugs arch, and actually pulls 
up against it. (If arch is high, another shoe is brought 
out). 3. Checks ball. Checks measurement as given by 

[TURN TO PAGE 53, PLEASE] 
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Making the Whole Industry Shoe-Selling Minded 















YOU are dealing with people. Remember that. In 
shoes you are an important part of the people’s com- 
fort and satisfaction and more so than in any other 
article of wearing apparel. You are also dealing with 
those who work for and with you. Also you are part of 
the stream of trade that goes back to the factory, tannery 
and material resource. So, all in all, you are a co- 
operative human being in a cooperative enterprise that 
gives to the public a modern foot covering that is the 
result of coordination from source to fitting stool. 

If we could enlist the employees and employers that 
have something to do with shoes, the total would be 
well over a million persons. If they could be made 
helpful to the sale and service of shoes—by serving as 
educators of shoe values and shoe uses—the resulting 
good will would make this industry powerful in pres- 
tige as well as profit. But, unfortunately, to date, shoe 
men and women are so robustly independent in their 
thinking that there is no cohesion and common objec- 
tive. Go to any shoe manufacturing center and talk 
with shoe workers, and discover for yourself the opin- 
ions expressed on values, retail prices, etc. Universal 
criticism is that the retailer is getting too much and the 
factory worker too little. General expression of opinion 
is made by these workers to the public at large that 
“you can save money by buying at factory,” etc. 

Isn’t it about time to start a movement to humanize 
the entire industry from source to fitting stool by edu- 
cating every branch as to the costs, obligations and 
services of shoes? Frank presentation of the economics 
—revealment of cost sheets from raw stock to finish of 
sale at retail—all are part of the picture of “getting 
more shoes sold right.” If retailing is “such a gold 
mine”—to listen to the factory worker—why is it that 
there are so few conspicuous successes in the field? If 
members of the family of footwear have so little knowl- 
edge of the economics of making and selling, isn’t it 
about time to teach, talk and testify that shoes are sized, 
stock is individualized to the wearer from a lot to a 
foot—and that such knowledge of type, quality, work- 
manship, fashion and price is efficiently rendered only 
because there is cooperative teamwork from raw stock 
to the finished shoe? And many other things are dis- 
tinctive in footwear and not present in any other article 
of wearing apparel. 

Some industries have tremendous good will in back 
of the retail outlet—viz., automobiles, oils, railroads, cos- 
metics, milk and such apparel as corsets, furs, and silk 
—an organized effort by all elements to “sell more and 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


better.” If the shoe industry could capture the same 
internal good-will, it would find less difficulty in getting 
a price to compensate. To be labeled as a red-ink in- 
dustry in a period of rising prosperity is to face the 
conundrum of “top production of 415,000,000 pairs” 
and all (with but few conspicuous exceptions) distrib- 
uted as profitless prosperity. 

The answer is plain—the emphasis has been put on 
the mechanistic side of management, which, though im- 
portant, is secondary to sales promotion and human 
relations. Even clerks in stores tell their friends— 
“factory cost is $3.00—why pay $5.00, etc.?” The an- 
swer is obvious in the “operating expense” charts that 
we show in the RECORDER so many times each year. 

If we are in a changing world—with intelligent peo- 
ple increasing by schooling and education— isn’t it time 
to talk facts and figures? The man who has to worry 
over a payroll still plays the most important part in 
business. He is dealing in money—how helpful it would 
be if all others would show enterprise in “getting more 
shoes sold right.” Workers would prefer to be loyal to 
the business which gives them their income, but if em- 
ployers continue, ostrich-like, to ignore human rela- 
tions, it is obvious that dissatisfaction, sit-down strikes 
and all the ills of unrest will come about. An informed 
staff reciprocates with better selling effort, for it knows 
that unless more and better shoes are sold the result 
will be “no money, no opportunity, no future.” 

Some people know the price of everything and the 
value of nothing. Let’s start selling shoe values in 
terms of worth, use, service, selection and every point 
of public need and preference. Do you know that the 
meat industry is fearful of the very thing it created— 
hamburger? Millions of children and adults think a 
meal is a meal if it is ground up meat scraps and a 
chocolate soda or beer for liquid refreshment. Maybe 
it is—but what a terrible end to the art of the social 
table, much less the meat business. 

Well, if the public thinks a pair of cheap sandals, 
bought from a counter in a five and ten cent store, is 
footwear sufficient for the larger part of a year—then it 
is just too bad for the public and this industry that is 
rapidly drifting that way. 

So, a unification of the industry from service to fit- 
ting stool in salesmanship by word and deed is vitally 
needed. 
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Syste: SMART STYLE 


The fineness of grain in a dainty leather 
adds to the rich appearance of a: shoe by 
giving a touch of class to its pattern. 
Thus, while style is obviously a deter- 
mining element with women in their 
selection of a shoe, they seek also the 
added values of comfort and wear. Ohio’s 
Kafforite and Kozy Calf participate in 
creating acceptance for smart shoes that 
sell and repeat, because their texture is 
shape-holding and comfortable to even 
tender feet. A fine range of colors and 


white are shown in swatches which will 


be sent on request. 
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GRADE WOMEN S SHOES 
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Don’t Forget 
YOU°VE GOT A 


Get Your Foot Health Week Program 


FOOT HEALTH WEEK begins the Monday after 
Easter. That means you have to get your Foot Health 
Week premotion plans pretty well set before the Easter 
rush begixts. This should not be difficult. Boot AaNnp 
SHOE RECORDER gave promotion suggestions for this 
event in the issues of Jan. 23, Jan. 30, and Feb. 13— 
and here are some more. Put them all together, read 
them, and select what you can use, whether for a coop- 
erative promotion or for your individual store. 

Next prepare your newspaper ads—the mailing 
folder if you plan to use one—the window display 
setting and store display ideas. Get them all “in the 
works.” And don’t forget to make a final check-up of 
your stock; be sure you're all sized up on shoes to 
meet the Foot Health Week demand. 

In your excitement over Easter style shoes don’t 
neglect the people who will be coming to you the week 
after Easter, seeking foot health as well as fashion. 
To be out of sizes in wanted shoes (at least at the start 
of this event) will injure your reputation for service. 

The copy suggestions herewith may be used for 
newspaper ads, for radio “spots” or for “one minute” 
talks at various gatherings, such as movies. 

To these may be added the opinions on foot health 
as expressed by various local physicians, podiatrists, 
osteopaths, including city and school health officials. 

Endorsements of the event by local authorities are 
good publicity and much interest can be aroused by 
having the “Inquiring Reporter” ask the question: 
“Do you think foot comfort helps a person to work 
better and enjoy play more?” 

Two years ago a Fall River (Massachusetts) store 
had a series of radio talks made by the president of 
the local association of chiropody. Three spot announce- 
ments on the three days preceding the talk helped to 
build up the audience for the main talk. 


Cheek These Questions 


End Needless Agony! 
Do you dread a long walk? 
Do you slip your shoes off when you sit down? 


Organized Before the Easter Rush Starts 
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DATE! 





Do you wobble to protect your feet? 

Do you wear heels crooked? 

If your answer is “yes” to these questions, by all 
means see your podiatrist, osteopath or trained shoe 
fitter and have your feet examined during National 
Foot Health Week. 

Nine out of ten suffer needless foot agony—because 
nine out of ten foot ailments can be corrected when 
correct shoes are worn. 

Why should you suffer—be tired, nervous and run- 
down—when changing to the right shoes will start you 
on the way to Foot Health. 


Feet Rarely Become Impaired 
Suddenly 


Foot troubles usually come gradually—due to abuse 
and neglect. Slight, then increasing pains, aches and 
fatigue tell you that your feet need attention. 

Disregard these warnings, and the feet: keep on 
serving as best they can until they can go-no farther. 
Then it’s too late to do much good. You cannot escape 
the penalty of neglect. 

Wise people consult a foot specialist or an expert 
shoe man when their feet hurt—and see that the dis- 
turbing cause is removed, giving nature a chance to 
correct the difficulty—and helping if help is needed. 

Now, during Foot Health Week have your feet and 
shoes examined by a competent shoe man or foot 
specialist. One pair of feet must last a lifetime—take 
care of yours. 


Do Your Feet Pay And Pay 
And Pay? 


Gone are the days when you had to choose between 
pride and pain. Many a woman used to “grin and bear 
it” as long as possible rather than wear clumsy-looking 
orthopedic shoes. 

Today it’s unnecessary, yes foolish, to wear shoes 
that hurt your feet, because you can get smart-looking 
shoes that have features specially designed to keep 
[TURN TO PAGE 46, PLEASE} 
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ON WESTERN PLAINS —IN CITY CANYONS — WHEREVER MEN’S SHOES ARE WORN, 
KISTLER “BENCH BRAND” SOLE LEATHER IS RELIED ON FOR SATISFACTORY SERVICE 





JUSTIN boots for rangers and shoes for 
men in less rough and rugged walks of life, 
typify the skillful planning and production 
policies followed through the years. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


—the result of the same expert and careful 
methods in tanning—accurately conforms 
to JUSTIN standards of men’s footwear 
quality. It is clearly to your advantage to Our illustration shows a 
sell men’s shoes bottomed with this fine JUSTIN style with a 


sole leather. JUSTIN “TRAVEL BAG”. 


THIS CHART REPRESENTS A 
SIDE OF LEATHER. THE PART 
USED FOF KISTLER “BENCH 
il A] BRAND" SOLES IS ABOUT 13% 


OF THE WHOLE SIDE. 


gather \_ompany 


FOUNDED - 1840 


TE tf ston mass: | | I] 
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STOCKINGS of the STARS 


**WV HY do designers, directors and stars use such 
beautiful colors for hosiery when you know that:they 
will photograph only in varying shades of black and 
white?” is a question often asked me. His answer is 
another question. “Why is it a woman is most charm- 
ing when she is wearing a new costume?” 

The same reasoning is applicable to both questions. 
The psychological effect of colors cannot be under- 
estimated. Particularly in the case of motion picture 
stars, who must of necessity be in top form at all 
times. To get the best results, it is just as necessary 
for all the extras to be correctly dressed as it is for 
the most glamorous actress. 

New colors that are fashion right are only developed 
after long careful analysis. Research must be made 
for the colors which will be in vogue then further re- 
search is necessary to develop the right shades for 
the screen. A new color which will be introduced 
soon, is the result of several years experimentation 
with color dying. Many of the colors we bring out 


Editor’s Note: 


The material in this article suggests possibilities for an inter- 
esting display for hosiery, showing pictures of stars with the 
color or design they prefer. Proper releases must be 
studios, however, before movie pictures can be 


The hosiery preferences of 
Hollywood, as told by Willys, 
hosiery style advisor to leading 


moving picture studios. 


Willys showing Sally Blane two of his new designs 
(copyright applied for) on the 20th Century-Fox lot 
where Miss Blane is starring in the picture titled, 
“Dead Yesterday.” 


The wide clock is some two inches at the bottom 
and goes to a point, thus gov a slenderizing ap- 
pearance to the ankle and the calf of the leg. 


With skirts becoming shorter, special clockings of 


this nature will prove to be increasingly popular with 


the motion picture trade both for the pictures and for 
personal use. 


The perpendicular ribbed petit point mesh hose 
shown in the upper a of the sketch is designed for 
the woman who has a wide calf and high instep. This 
stocking gives her height and breaks up width. 


for only use in motion picture productions and not. 
for the personal use of the players. Other colors are 
specially worked out for certain actresses and kept 
for their private use. 

Many of the lovely ladies of the screen have their 
own distinct preferences for certain shades. Here are 
a few of them. 

Fay Wray, Columbia contract player, wears suntan 
and sunburn shades exclusively. 

Dolores Del Rio is very partial to gunmetal and 
off-black shades both in her Columbia parts and for 
her personal use. - 

Irene Dunn sticks to 60 gauge, one-thread hose re- 
gardless of weather or work. 

Janes Wyatt wore cotton stockings when she ap- 

[TURN TO PAGE 58, PLEASE] 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 








turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 


thentic service at all times. 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


~140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL /S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 

fT. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart & potrernco, THE LAST WORD ynitep tastco., tro. 


SROOKLYN, N. Y. U N | T E D MONTREAL, P, Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Ads Tell of Spring Styles 









Materials, Colors, Patterns and Types of 
Spring Footwear Provide a Fascinating 
Story for Retail Advertising Writers as 
Easter Approaches and Fashion Becomes 
the Theme of Dominant Interest. Some 
Current Trends in Layout and Copy. 
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Two Fifth Avenue ads that 
emphasize the Springtime in- 
terest in shoe materials 














ads, largely as a result, perhaps, 
of the favor that Paris has accorded 
it. Patterns and treatments especial- 
ly designed for kid shoes are being 
shown in Fifth Avenue shops, and 
stores like Lord & Taylor are play- 
ing kidskin up in their ads. One 
of these ads is reproduced herewith, 
carrying the caption, “Kidskin with 
row after row of delicate stitching.” 
The copy emphasizes the favor with 
which Paris regards both kidskin 
and stitching, saying in part: 
“Stitching that traces a slim and 
lovely pattern from toe tip to top 
of the smartly high front. The 
slender, beautifully shaped heel is 
not extremely high. A perfect ex- 
ample of the dressy afternoon shoe 
. . . and according to Paris both 
kidskin and stitching are the un- 
beatables of the season. Black, navy 
and brown, $12.75.” 

At the same time B. Altman & 
Co., another Fifth Avenue house, 
features patent leather and calls it: 
“Brightest flash of a young col- 
onist’s Spring wardrobe . . . the 
happy flash, flash of feet in shining 
patent. Of course, this Spring it’s 
smart to have it in gabardine also, 
and so we have . . . all patent with 
grey, blue, red or green stitching; 
also in colored gabardine.” 

Meanwhile Saks Fifth Avenue, in 
their Chicago shop, advertise “Black 


[TURN TO PAGE 38, PLEASE] 






SO far as shoe retailing is con- 
cerned, Spring has definitely ar- 
rived, and with Easter but three 
weeks away, Spring ads fill the 
papers and Spring displays are the 
order of the day in shoe stores, 
department stores and wherever 
shoes are sold. March 1 marked the 
deadline, apparently, for clearance 
sales in New York, but Spring 
shoes have been on sale for weeks 
and many of the stores brought 
their clearances to a close by the 
middle of February. In the next 
three weeks retailers everywhere 
will bend their efforts toward an 
intensive promotion of the styles, 
i materials and types of shoes con- 
1 | sidered especially appropriate for 
iH before Easter selling. 

The early Spring footwear styles puny oth gs dtap neti 
this season cover a very wide range, 
both in patterns and materials. 
Thus far the advertising emphasis 
seems to have been mainly focused 
on the latter. One reads much in 
the current shoe ads of the gabar- 
dines which have been the subject 
of such widespread discussion when- 
ever shoe buyers and fashion people 
came together to talk of Spring 
i styles. But they are not monopoliz- 
ing the field by any means, and in 
these past few weeks since the Paris 
openings, more and more is being 
said of kidskin, which now is bein 
emphasized in many of the me} — p web g Fics ig ae 
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The world’s biggest refractor telescopes are about the same size 


SOME TELESCOPE! IS |= 
7 THERE A BIGGER ONE 
2 wagon IN jbsis tet 


| THINK SO.. 


BUT. 1 DONT 


KNOW WHERE 


IT 1S... 





YERKES 
OBSERVATORY 
Williams Bay, Wisc. 
40 in. diam., 62 ft. long 





LICK 
OBSERVATORY 
Mt. Hamilton, Calif. 
36 in. diam., 57.8 ft. long 


sot the WORLD'S BIGGEST MAGAZINE 





has twice the circulation of its nearest competitor 


AME, if you can, the world’s biggest refractor 

telescope! Few people could because it’s only a 
. few feet longer and a few inches greater in diameter 
than the second largest. But there’s no question about 
the world’s biggest magazine—it’s twice the size of 
the nearest competitor. 

With its circulation of nearly 6,000,000, The Ameri- 
can Weekly —through the manufacturers who use it— 
gives you the greatest mass selling support at the ad- 
vertiser’s command. This magazine speeds the sale of 

the everyday necessi- 
ties and luxuries of life 
in your store, because 
it reaches from 1 out 
of 5, to 1 out of every 
2 families in the rich- 
est buying areas. It’s 
sound business to 


THE 


Paper d 





CIRCULATION 


NEAREST 
COMPETITOR 
CIRCULATION 


NEARLY 
6,000,000 


stock and feature products that have this support. It 
means quicker turnover, more sales, greater profits 
—for you! 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 


* can Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 
In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 
. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 


regularly buy and read The American Weekly. 


ERICAN 
EPEKLY 


“*The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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SALESMAN: And the size, after 
all, doesn’t make any difference? 

CUSTOMER: I have asked him to 
fit me and told him I didn’t care what 
size the shoe was. 

SALESMAN: Well you know that 
is the sensible way to look at it al- 
ways, isn’t it? I think so, too. Of 
course, we are going to fit this foot. 

(Proceeds to measure.) Whispers 
aside (I always fit both feet when I 
am fitting and then while the lady 
doesn’t know it, I stick my finger up 
in the end of the shoe to find out how 
much lining she has chewed out of 
there with her toenail. She doesn’t 
know I did it but I did it all the time.) 

Does one foot bother you more than 
the other, generally? 

CUSTOMER: Not that I notice. 

SALESMAN: Well, I’m going to 
make one hurt a little more than the 
other. It’s the left one, isn’t it? You 
see, there is a little difference in your 
feet, just a little. One is a little small- 
er than the other and we ought to 
fit both of them. But we will take 
the one that hurts the worst. 

Now, what type of shoe were you 
thinking about today? A dress shoe? 
; CUSTOMER: A practical shoe that 
is attractive and smart. 

SALESMAN: That’s it. 

CUSTOMER: I never wear low 
heeled shoes—never! 

SALESMAN: How do you like this 
height heel? 

CUSTOMER: No. I like a little 
higher heel. 

SALESMAN: A little higher. And 
you want it in black or tan? 

CUSTOMER: In tan, and for 
Spring I’d like tan or blue because 
I wear tan or blue. 

SALESMAN : Why don’t we do 
this first: Let’s get fitted in one pair 
that will be just right and then that 
will help to get the other pair, don’t 
you see? And if we get this foot fixed 
right on one pair that we know will 
give you comfort, maybe we will give 
you a little hotter shoe for the sec- 
ond pair and we will know what we 
are doing. 

SALESMAN: If I put a shoe on 
your foot that feels like a million dol- 
lars when you stand on it, you are go- 
ing to say, “That feels lovely,” aren’t 
you? 

CUSTOMER: I respect your judg- 
ment, because it should be very help- 
ful to me personally, but I don’t ask 
anything of the salesman but to fit 
me. I know when I come in whether 
I want white buckskin or whether I 
want tan calf. I put no responsibility 
on the salesman for the selection of 
the type of shoe—only for the fitting. 
I tell him what I want. 
SALESMAN: You aren’t going to 
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The Fitting Forum 
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Ombre shadings of pastel doeskin 

make a new variation of the multi- 

color theme in this step-in by Premier 

Shoe Company, which may play an 

important role in numerous costume 
ensembles. 


argue with me about sizes. Now, as- 
sume that I have fitted you so that 
when you stand on them they feel just 
lovely. 

CUSTOMER: Assuming that you 
have—but no one ever has! 

SALESMAN: I know I can, Lady. 
I have been through this so many 
times! You know, hundreds of peo- 
ple come to our store and tell us the 
same thing. We have been in this 
business so many years and our clerks 
are so well trained, would you believe 
that many of our men have been here 
ten, fifteen years and hundreds of 
people come back and insist on their 
being fitted by them because they get 
comfort? 

CUSTOMER: Well, I always get 
the man who has just started work 
that morning! 

SALESMAN: Aside, “Right there 
she’s got me licked, but I wouldn’t ad- 
mit it!” 

Anyway, we are going to assume 
that by some miracle of chance (this 
lady is pretty hard boiled, you can see) 
I hypnotize her into letting me put on 
a pair of shoes about which she says, 
“Well, they feel pretty good.” 

If you can get a Yes or No out of 
them—“Does it hurt?” 

“Ves.” 

“Does it feel comfortable?” 

“No.” ° 
by saying Yes or No enough times you 
will get Yes in the right spot and then 
you have to move fast. From there 
you would say to her, “Well, I tell 
you. If that feels good on that foot, 
I believe we had better try the left 
foot, too.” 

SALESMAN: So if I could induce 
you to let me give you the right size, 
not argue sizes or widths, and if my 
earnestness and my sincerity make 
you believe that I was honestly striv- 
ing to do the thing you had unsuc- 
cessfully attempted before—if I got 
you that far and you said, “Well. Mr. 
Pidgeon, those really do feel fairly 
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good,” and you didn’t argue sizes, then 
we have the chance of going on. 

Are you conscious that you could 
ever be fitted as long as you live in 
this human world by a human being 
in a pair of shoes? Do you believe 
that? 

CUSTOMER: I have sometimes 
been fitted properly but too frequently 
I put myself at the mercy of the fitter 
and I have bought many shoes that I 
have been forced to throw away when 
I could ill afford to throw them away. 

SALESMAN: Lady, that is an ex- 
perience that thousands and thousands 
of people have been through. Perhaps 
we can really fit you right. 

CUSTOMER: I know that you're 

an expert. I know you could do it, 
but I have thought others who have 
fitted me were experts—that they were 
well-trained salesmen and good fitters 
—but two days later I couldn’t wear 
the shoe. It would feel reasonably 
comfortable when I put it on after 
an old pair—and I usually don’t buy 
the same type of shoe until the old 
pair is pretty well worn out. The new 
pair feels a little snug and tight, but 
in two days my feet are sore. I know 
you are an expert, but I thought that 
every shoe man was an experienced, 
trained fitter. I listened to him—but 
he usually did me wrong and I threw 
my money away and never went back 
to that store. 
..SALESMAN: If you went into a 
shoe store anywhere and bought a 
pair of shoes and after a reasonable 
space of time those shoes were fairly 
comfortable, would you feel like stick- 
ing pretty close to that store and 
that salesman? 

CUSTOMER: I'd walk a mile! 

MR. PIDGEON: That’s the answer, 
in this pair, lady. 

EPILOGUE: 

She was satisfied—and thus endeth 
the scene. Now the answer is—“Is the 
shoe industry ready to accept complete 
responsibility for the fit of shoes.” Is 
the customer of today and tomorrow 
demanding “perfect fit or money back” 
—and is the industry ready to give it? 

Next week the scene shifts to Arthur 
Adler of New York as salesman and a 
college man as customer and a signifi- 
cant fact developed that will interest 
every s tremendously. 


Harry Fontius on Motor Trip 


DENVER, CoLo. — Harry E. Fontius 
and his wife are enjoying a vacation 
trip in southern California, motoring 
all the way. They expect to be away 
for three weeks at least. 

Mr. Fontius is the head of The 
Fontius Shoe Co., Denver’s largest shoe 
store located at 16th and Welton 
Streets. 
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THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, 


MASSACHUSETTS 


ys 


ja 


. . « Whenever they stop to 


look at their shoes during wear 
— perhaps to tie a shoe lace 
— or when they are carefully 
inspecting a pair of new shoes 
before buying — that important 





first glance always falls on the toes. 





. . That's why it pays to be- 


i gin at the toes to build sales 


appeal into your shoes... And 
that’s why every day more and 
more of the shoes being sold 
carry Celastic. It’s the box toe 
that builds a permanent appeal 
of smoothness, neatness into the 
toes of your shoes that means 
more new sales — more repeat 





sales. 
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THE NEWEST Bagi ag 


We are constantly alert in our effarts to 


produce better eyelets. The most recent 
accomplishment in this direction is the new 
Diamond Brand Fast Color Eyelet with 


“aluminum barrel” and “roll setting.” 


Its advantages will be fully explained upon 


inquiry. 


UNITED FAST COLOR EYELET COMPANY 


; 140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Regulation of Retaili 
Aim of Bills 


NINE bills to “reform” retailing have been tossed 
into the hoppers of the Massachusetts Senate and House 
of Representatives since those legislative bodies con- 
vened early this year. Merchants in other states are 
witnessing a similar phenomenon and the end, ap- 
parently, is not yet in sight. 

It is no mere coincidence that the language of many 
of these bills, intended primarily to eliminate the so- 
called “chiseller,” follows closely either the wording 
of the Robinson-Patman Act or that of the retail code 
developed under the NRA. Under some of them, the 
loss-leader method of merchandising would be done 
away with. Under others, the power to maintain retail 
or re-sale prices would be vested in the manufacturer 
of branded merchandise and contracts entered into be- 
tween manufacturer and retailer to effect that end 
would be legalized. 

Punishment for violations of these acts, if and when 
they become laws, run all the way from comparatively 
small fines to fines of $5000 plus a year in prison. 

A digest of these nine proposed laws to govern re- 
tailing in the state of Massachusetts, prepared by the 
Retail Trade Board of the Boston Chamber of Com- 
merce, divides the bills into two general classes—those 
aimed at the practice of selling below cost and those 
intended to maintain re-sale prices on trade-marked, 
branded or otherwise identifiable merchandise. 

As a fair example of the former, here are some of 
the provisions of Senate Bill No. 397 introduced by a 
trade association, the membership of which is recruited 
among retail grocers and provision dealers. This bill 
makes it unlawful to sell below cost, defines two meth- 
ods of arriving at cost; forbids advertising, offers to 
sell or sales by retailers or wholesalers at less than 
cost here defined, “with intent or effect of inducing 
purchase of other merchandise or of unfairly diverting 
trade from a competitor or otherwise injuring a com- 
petitor.” Such merchandising practice is declared to 
be contrary to public policy. Exceptions are allowed 
in the case of bona fide sales, advertised as such, sales 
of perishable merchandise, etc. 

There are eight of these exceptions in all, the seventh 
of which provides that this law does not apply “in 
meeting prices in good faith of a competitor established 
in conformity with this act, on merchandise which is 
same as to comparable competitive factors such as 
weight, quantity, quality, pack or brand; provided, if 
below cost, written notice is given district attorney of 
the county, or the attorney general of the state within 
48 hours of such action.” 

Try to figure that one out. 

Quantity discounts of the type now generally under 
fire are forbidden; so is advertising compensation ex- 

[TURN TO PAGE 47, PLEASE] 











A SHOE DEALER 
SsSAYS— 


(See Boot and Shoe Recorder Aug. 15, 1936) 


THE STATEMENT: 


"We have never seen a season before 
where so many unsatisfactory polishes have 
been sold." 


"We have seen a number of white shoes, 
both in smooth and nappy leathers, which 
were ruined by a very short usage of polish." 


"We would like to see you use your influ- 
ence in persuading polish manufacturers to 
consider the effect of their polishes on 
leather." 


THE ANSWER: 


For 16 years Bunny Bags have been made 
with special consideration of the leather and 
the nappy finishes. 


Today they are recommended by leading 
shoe manufacturers because— 


They do not injure nappy 
leather. 


They do preserve the finish. 


Made for use on white nappy 
finishes only. 


Send for a trial order and 
cure that complaint. 


BUNNY PRODUCTS CO., Inc. 
PORT HURON, MICHIGAN 


Distributors 
Laing, Harrar & Chamberlin, Inc., Philadelphia 
Thompson-Ehlers Co., Chicago 
Western Sales Agency—Ross E. Wright, Los Angeles, Cal. 
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WALK-OVER HAS 
3290 STYLES 


OF MEN’S AND WOMEN’S SHOES 


READY T0 SHIP! 





Nationally Advertised to Millions 





¢ Are you prepared for the extra flood of Spring 
business that, after seven years of hard times, is 
sweeping the country? Or, like so many retailers, 
are you short of shoes and not sure of shipments? 
Your profits depend upon an early showing of 
styles that the public wants. 


In this emergency Walk-Over is ready. Not 
only to keep its promises to its present custom- 
ers. But to supply all responsible retailers in 
communities where we are not now represented. 
*Phone, wire or write for men’s and women’s cat- 
alogs or samples of nationally advertised best 
sellers. 


GEO. E. KEITH COMPANY 
CAMPELLO, BROCKTON, MASS. 
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WHAT bidb-Ovsr CAN DO FOR YOU NOW! 


Supply any or all your Spring and Summer needs! 
Men’s and women’s styles—street, sports, arch types. 
Grades to retail from $6.75 to $10.50 and up. 


World’s largest fine grade stock department! 
24-hour service, 90% shipments...325 active men’s and 
women’s lines constantly sized...More than 200,000 
sizes at your call... Any shoe in stock can be shipped 
unbranded. 

No Quotas! 


You can “ease” into this line. Not necessary to tie up 
your funds in purchases of big range of styles and sizes! 


Style Leaders for Volume 


Air-cooled shoes are just one of the Walk-Over 
originations that give Walk-Over retailers the jump 
on competition... build volume that runs into real 
profits. These styles patented for your protection. 


PHONE...WIRE...OR MAIL COUPON 


Geo. E. Keith Company 
Campello, Brockton, Mass. 
I am interested in the Walk-Over line. 
OC For men. C) For women. 
CO Send salesman with complete line. 
C1 Send selection of samples. 
0 Send men’s catalog. CZ Send women’s catalog. 


" 


Name. 





Address. 
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Ads Tell of Spring Styles 


[CONTINUED FROM PAGE 30] 


e(ast EDIT ONS 


i 

Krope a 

: Hist 
EDiTOns 








A few typical ads from a “First Editions” series that attracted a lot of favorable 
attention when used recently by Krupp & Tuffly, of Houston, Texas. 


suede shoes for Spring . . . in light, 
open patterns—the smartest and new- 
est shoe for Spring, worn by a few 
chic women last Summer with their 
prints—worn with white shorts this 
Winter at Cannes—perfect today with 
new Spring clothes in black, in beige, 
in colors.” Patterns illustrated in the 
advertisement range in prices from 
$12.75 to $14.50. 

Color, of course, calls forth much 
comment in the current ads of Spring 
shoes. “Important among the new 
colors,” says a Los Angeles ad of I. Mil- 
ler, “is Spanish clay—a perfect acces- 
sory color—a ‘solid ray of sun mellowed 
beauty’—a blend of red clay, brown, 
gold—yet not exactly any of these. 
Shown in baby calfskin and combina- 
tions, it is the perfect complement for 
beige, gray, green, navy, covert, mixed 
tweeds—and is developed in many ex- 
clusive and beautiful I. Miller models 
with matching bags. 

Introducing Spring Colors 

“Introducing Red Earth, the Color 
for Spring,” O’Connor & Goldberg de- 
clare that “the color motif for Spring 
will very definitely revolve around RED 
EARTH ... a lovely tan, indescribably 
beautiful . . . uniquely adapted to all 
new and lovely Spring apparel. You'll 
see RED EARTH and admire it as the 
dominant color theme in footwear and 
in all other fashionable feminine acces- 
sories. Only in this bootery can you 
secure the original and exclusive RED 
EARTH footwear.” In the same ad- 


vertisement O-G presents RED EARTH | 


in handsewn footwear at $14.75—“fea- 
turing a variety of new designs con- 
ceived in the O-G Paris studios. These 
unusual O-G Footwear Fashions are 
also available in other new and ap- 
proved Spring shades of leathers and 
fabrics. Stunning new O-G handbags 
are also presented in RED EARTH.” 

From the standpoint of pattern in- 
terest, the two pump ads by Bonwit 


Teller and Jay Thorpe are of signifi- 
cance, the former shoe reflecting, both 
in its name and styling, the season’s 
interest in the Coronation and its ac- 
companying pomp and heraldry, the lat- 
ter a simple open toe design that ful- 
fills the demand for “as little shoe as 
possible with Spring clothes.” The 
Bonwit Teller pump is suggested for 
wear with Spring suits, and the ad 
refers to it as the “latest development 
in the undying vogue for flats—our 
world famous little low heeled shoes. 
Now in shining patent pumps with 
large shining metal buckles — very 
much like the shoes worn by the officers 
of Herald’s College and the King him- 
self at English coronations. With the 
newest squared toe and heel—similar 
to the flat-heeled buckled shoes Main- 
bocher showed.” These pumps are 
priced at $12.75, with the buckles at $4. 

The ads by Krupp & Tuffly, of Hous- 
ton, Tex., where Michael Murphy is in 
charge of advertising and promotion, 
are reproduced as a series of unusual 
interest built around the copy theme of 
“First Editions.” Each ad in the series 
told the story of some new Spring shoe 
featured at the Krupp & Tuffly store, 
and the novel idea of tying a series of 
Spring style ads together in this way 
made each individual advertisement 
more interesting and effective. Greater 
attention value resulted from the novel 
and original approach. 

In New York, Argentine ostrich was 
prominently featured last Sunday in an 
advertisement by Saks Fifth Avenue 
and illustrated in four styles, including 
a sturdy oxford, a cross strap slipper, 
an eyelet pump and a turnover, high 
front side buckle model, as well as in 
handbags. “Discovered by our own in- 
defatigable shoe buyer,” said the ad. 
“A sturdy leather, with a surprisingly 
soft texture. Light, finely grained and 
supple. You’ll wear it in Fumed Oak, 
a neutral, and our newest color for 
Spring accessories.” 


1937 


Taking as a caption the single word 
“Spring,” Fyfe’s of Detroit ran an at- 
tractive seasonal announcement for its 
third floor women’s shoe department in 
which a group of nine new patterns 
were illustrated. “Spend five minutes 
en Fyfe’s Third Floor,” said the ad, 
“and you'll see that Spring has come 
to Fyfe’s—with a bang! Fyfe’s new 
foot-fashions are sophisticated and flat- 
tering beyond belief—with cross toe de- 
signs that shorten your foot — with 
anklet straps that slim your ankle— 
with high cuts, fabrics and colors that 
cannot be imagined. Sample the few 
here, by eye—then samples the rest in 
person.” 


Copy That Interests Customers 


“Toe-to-Show in Seven Colors” was 
the intriguing title of an unusual ad- 
vertisement by Volk Brothers, Dallas, 
featuring one of the new open toe san- 
dals. “We admit this brand new suede 
is our pride and joy,” said the ad, “and 
from the minute you put your foot in 
it, you'll have a new love, too! As 
daintily poised as a sandal, it’s made 
to belittle the length of your foot in 
the nicest of ways. Young? Of course, 
for the needs of youth are our smart 
deeds. And this brilliant example of 
our prowess proudly steps out both day 
and night!” The shoe is priced at $6.75 
in Volk’s Green Room downstairs de- 
partment, and is featured in red, green, 
purple, wine, blue, grey and black 
suede, as well as in patent leather. 

These are a few interesting speci- 
mens of the kind of advertising that 
retailers in various sections of the coun- 
try are using to promote the new shoe 
styles for early Spring. During the 
next three weeks, between now and 
Easter, we can anticipate a marked in- 
crease in the amount of newspaper 
space to be devoted to shoe ads with 
style as the dominating theme. And 
from all indications, this advertising, 
plus the tremendous buying urge that 
comes from Easter itself, should make 
March shoe business the most exciting 
in years. 


Shoe Travelers Hold 


Annual Meeting 


Kansas City, Mo.—The Central As- 
sociation of Traveling Shoe Salesmen 
met on Friday, Feb. 20, at the Hotel 
Savoy for their annual meeting and 
banquet. Matters pertaining to the wel- 
fare of all traveling shoe salesmen 
were taken up and discussed. It was 
decided that all shoe offices should close 
all day Sundays, allowing salesmen one 
full day of recreation. 

The newly elected officers for 1937 
were installed. They include: presi- 
dent, Fred E. LeVec, in charge of the 
Kansas City district of the Endicott- 
Johnson Shoe Corporation; vice-presi- 
dent, J. H. Levine, traveling salesman 
for the Robert, Johnson and Rand Shoe 
Company, St. Louis, Mo., and secretary- 
treasurer, J. R. Sells, independent 
salesman. 
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When Her Pocketbook edks. the Difference 
Her Eyes Must Cee It 


EVERY day the consumer is being told that price 
rises are inevitable. But the cold, hard realization 
comes when she makes her first purchase at the 
increased price. Then QUALITY and REPUTA- 
TION meet their most severe test. /laturat Bridge 
Shoes have every quality of fine workmanship and 
style that the smart women of today demand. Con- 
sidered by those who sell them, and by those who 
wear them as the “CLASS OF THE FIELD.” The 
traditional Natural Bridge quality must be main- 
tained. 


Natural Bridge 
a. 7 ae 


With all } weg features = 
Rational Foot Health Selling. 


In Line With The Current Trend TO RETAIL At 
$ 5 $ 5 50 6 
and 


WHILE materials and cost of producing Natural 
Bridge Shoes are increasing rapidly, it is the 
determination of Natural Bridge Shoemakers that 
their many dealers shall retain the fine patronage 
that Natural Bridge Shoes have brought to their 
stores without any decrease in their legitimate profit. 


4700-—Ladies’ Black Kid Roslyn Tie, Tiny Perforations 
on Vamp and Forequarter, Harmonizing Stitch- 
ing, Patent Leather Tip, Lace Stay and Foxing. 
Kid Qtr. Lining. Silhouwelt. 
16/8 Covered Patent Leather Heel, 616 Last. 
AAA, AA 5], to 10, A 4!/ to 10, B 4 to 10, 
C 314 to 9—$3.50. 

4729—Same style in White Kid with White Baby Alli- 
gator Tip, Lace Stay, Foxing and Heel. 
AAA 51/2 to 9, AA 5 to 9, A 414 to 9, B 4 to 9, 
C 34 to 9—$3.60. 


4583—Ladies’ Woho Blue Kid U-Tie, Blue Patent Lace 
Stay, Punched through Vamp and Quarter. Har- 
monizing Stitching. Full Kid Lined Vamp and 
Quarter. Uco-Littleway Lockstitch Process, 16/8 
Blue Patent Leather Covered Continental Heel. 
616 Last. 
AAA 5'/2 to 9, AA 5 to 9, A 414 to 9, B 4 to 9, 
C 32 to 9—$3.25. 
4580—In Black Kid $3.15. 
4581—In White Kid with White Lizard Lace Stay and 
covered Heel—$3.25. 
4582—In White Kid with Chaudron Brown Lace Stay 
- 16/8 Natural Leather Military Spectro Heel— 
3.25. 
4584—In Chaudron Brown Calf with Chaudron Brown 
Lined Lace Stay. 
ais Natural Leather Military Spectro Heel— 
3.15. 


Natural Bridge \ hoemakers 


Division of Craddock-Terry Company—Lynchburg, 


ALSO MAKERS or THE FAMOUS Billiken sUVENILE sHoES 





Va. 
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Why Not Give Yourself a Break? 





designs right square on the button. 
And possibly you didn’t buy too many 
pairs of shoes either. 

You simply divided your pairage too 
lean! You bought too many patterns! 
Your average pairs per line should 
never fall below seventy! As a buyer, a 
style clairvoyant, you’re batting above 
400. As a carpenter you’re still the 
water-boy. 

Why threaten your success as a 
buyer with so mechanical a problem as 
sizes? 

Step back here into the carpenter 
shop for a minute. 

“Mr. Carpenter, meet Mr. Buyer. 
Mr. Buyer is curious about that T 
square of yours, Carp. The one you 
design parallelograms with. He 
doesn’t need it for himself, you under- 
stand; he’s just interested about it for 
a friend of his.” 

But all the time in the back of 
your head persists the thought that 
any man would be nuts to buy 300 
pairs of shoes of one pattern until he 
knew the style was hot; that you can 
always size up a number that shows 
action; that you can feel out the mar- 
ket by spreading your buy over sev- 
eral selections; that discretion is the 
better part of valor; that if you do 
buy a bug it won’t look like a dina- 
saur; that you’ve got to play safe in 
the shoe business. 


The Dictates of Caution 


Caution is the thing which persists 
in your mind. It’s better to be safe 
than sorry. Business is developed by 
careful planning and by deliberately 
tested steps. A conservative policy 
should have the right-of-way over wild 
ventures. 

Let us be very clear here. We have 
no difference of opinion on those sound 
principles of yours. They are exactly 
the reasons why we believe you should 
give yourself a break. Bute we cer- 
tainly challenge your method of liv- 
ing up to your beliefs. 

The question is whether a purchase 
of five styles of shoes of sixty pairs 
each is a more safe and conservative 
buy than one style of three liundred 
pairs, 

Listen to this. If you should place 
an order for three hundred pairs of 
shoes of one pattern you would sweat 
and reason and think and investigate 
a great deal more about that one 
order than you would if you wrote 
up five orders for sixty pairs each. 
You would be positive you had a cry- 
ing need for that long line of shoes 
before you touched your pencil to 
your order blank. You would be sure 
there was a hole in your stock that 
the line would fit into. You would 
guarantee yourself that the purchase 
did not conflict with some other pat- 





[CONTINUED FROM PAGE 17] 


tern you had bought. You would take 
the style picture apart completely and 
forecast with greater accuracy what 
your customers would be asking for 
when the season got into swing. You 
would lay the proposition out cold 
and stiff before you wrote up that 
order, because you would realize that 
if you guessed wrong you would pay 
for it with a ringing crack on_the 
side of the head. 

And, which is three-fourths of the 
common sales-resistance, after you 
had placed the order you would never 
miss a sale for the lack of a size 
because you’d be eight pair deep in 
the heart of the line. Your sales 
force would rally to the purchase like 
firemen to a three-alarm call, with 
confidence that they could fit any foot 
that walked into the store. 

The purchase would have a chance 
to prove your forecast. 


Other Side of the Picture 


Your inventory wouldn’t be any 
larger. You’d have the same number 
of shoes as five lines of sixty pairs 
each, and you’d have them concen- 
trated in a spot where the. pairage 
would do you some good. 

Now look at the other side. If you 
lacked faith in your own judgment 
and decided to test the purchase out 
you would write up the order for sixty 
pairs only. That would mean addi- 
tional selections to fill in your re- 
quirements. You would write up four 
more faint-hearted orders of sixty 
pairs each, Sixty pairs of these and 
sixty pairs of those and a couple of 
lines of these with the stitching across 
the toe. None of the patterns would 
have a size-run adequate for a tank 
town and the hash section would be- 
gin to polish up its elbows for a 
new arrival. . 

Your batting average as a buyer 
would take it on the chin. 

“Strike two!” bawls the umpire 
every time a buyer swings off an or- 
der for sixty pairs or less. 

“But I can always size-up an order 
and get delivery in from ten days to 
two weeks,” argues the batter. 

Time out for great laughter! It’s 
the seventh inning, good gent-elmen 
one and all! A little ribald laughter 
for the buyer who is going to protect 
himself with reorders on ten days’ 
delivery. 

By the time this buyer has waked 
up sufficiently to send in a reorder 
(and another three weeks has passed 
on top of that) he will have lost 
enough business to turn a black sea- 
son red and his face the same color. 

Hash sections are paved with re- 
orders which arrived after the season 
was half over. Hindsight never com- 
peted successfully with foresight. 

Conservatism does not mean hang- 















ing the millstone “No Sizes” around 
your neck. Playing safe doesn’t mean 
spreading your pairage into four times 
the number of patterns you need. 
Discretion does not advise handicap- 
ping yourself. 

Careful planning, conservatism, and 
caution mean studying long and intel- 
ligently what your customers are go- 
ing to want and what you are going 
to do about it. Discretion is weighing 
your sober conclusions and checking 
—_ final judgment before acting 
on it. 

Playing safe is boldly backing up 
your conclusion with sufficient pairage 
to give your judgment a chance. It 
is marshalling your inventory into a 
predetermined range of selections with 
size-runs long enough to fire up the 
sales force. It is writing up orders 
with the practicality -of a carpenter. 

Discretion IS the greater part of 
valor, the same as the lack of sizes 
is the greater part of sales-resistance, 
but discretion applies to styles more 
than to pairs. And when discretion 
advises that a style is doubtful she 
doesn’t mean to be discreet in the 
size run. She means that if you don’t 
feel you can use a complete run of 
the number DON’T BUY THE STYLE 
AT ALL. 


Fewer Styles and More Sizes 


Thirty-four pairs average to a line 
at inventory time is suicide; 77 pairs 
is a satisfactory minimum; 100 pairs 
shows a thriving condition; and 150 
pairs stamps a buyer as a man who 
has arrived. 

Once in a while the man who has 
arrived buys a run of ten pairs. He 
wants them to put in the window to 
sweeten things up. But for the most 
part he does no hedging; he either 
skips the style entirely or he plays 
it across the board. He is willing to 
shoot both barrels or pass the shot- 
gun to somebody else. 

It is the ordinary buyer in the ordi- 
nary shoe store who pulls his punches 
and refuses to give himself a break. 
He has not yet learned that caution 
consists of buying 
HALF AS MANY STYLES, AND 

TWICE AS MANY PAIRS. 


New Dallas Store Opened 


Datias, Tex.—Fred Whidden, for 
many years identified in shoe retailing 
circles of Dallas, has announced the 
opening of the Whidden & Gilmore 
Shoe Store, which will be located at 
1709 Elm Street in Dallas. This store 
will handle the Arnold Glove Grip Shoe 
exclusively. 
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Plus Features mean Plus Profits in the 


Original Zipper sy GooprRicu 


 aeccrryns found out what people 
wanted in stormy weather foot protec- 
tion. That’s why Goodrich Galoshes—the 
original Zippers—created a sales sensation. 
And today they continue to be a most profit- 
able footwear item in stores all over the 
country— because they give people what 
they want. 

Answering the demand for style is only 
one of the plus-features of Goodrich Ga- 
loshes. Perfect fit; ease in putting them on 
or taking them off; extreme light weight; 
and a range of popular prices are other 


Light. 
dress might 


points which make them a hit with your 
customers. 

The complete line of galoshes by Good- 
rich includes snap-fastener models as well 
as Zippers. Each number has the plus fea- 
tures which mean plus profits for you! 


B. F. GOODRICH COMPANY 


Footwear Division 
Watertown Massachusetts 
Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; 
Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; Detroit, 
Mich.; Kansas City, Mo.; Los Angeles, Calif; Minneapolis, Minn.; 
New Orleans, La.; New York, N. Y.; Philadelphia, Pa.; Pittsburgh, 
Pa.; Providence, R. I.; St. Louis, Mo.; Salt Lake City, Utah; San Fran- 
cisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 





When writing advertisers please mention Boot and Shoe Recorder 
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“yep, Footwear of genuine Kangaroo has a quality that men 

* talk about! It gives the retailer a new and interesting 

merchandising and advertising story. But above all, 
men’s street and dress shoes of Kangaroo offer those 

» characteristics that shoe wearers want. 

17% stronger weight for weight, than any 
other leather, Kangaroo has a tight, even grain, 
takes a high polish. It has a featherlightness, plia- 
bility and comfort that keep the most active 
feet foot-happy, a strength and sturdiness 
that mean long wear under the hardest 
kind of usage. It’s a man’s leather. 

Write for a free copy of our “Daily 
Sales” (Kangaroo Association, 9th 
& Westmoreland Streets, Phila- 
delphia, Pa.), which suggests 
many ideas for merchandising 
Kangaroo footwear. 

You only have to sell a 
man the first pair of 
Kangaroo shoes — 
this superb leather 
itself will keep 
him sold! 
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2 THIS WEEK IN THE SHOE TRADE 
SATURDAY, MARCH 6G, 1937 


NATIONAL NEWS 





FURTHER PRICE ADVANCES FORECAST 





Certain on Fall Lines, James H. Stone Tells New England 
Manufacturers at Annual Meeting—Second 
Quarter Revisions Recommended 


Boston, Mass.—Citing the fact that 
profit margins in shoe manufacturing 
are inadequate, and declaring that “the 
present level of the general purchasing 
power will easily support reasonable 
increases without materially affecting 
volume,” James H. Stone, secretary of 
the New England Shoe and Leather 
Association, reported to the annual 
meeting of that body that prices should 
be moved up. “Our trade,” he said, 
“should now revise its prices upward 
on shoes to be made and sold during 
the second quarter of this year. It is 
a certainty that further increases will 
be necessary on Fall lines.” 

The meeting, held February 24, and 
presided over by the retiring president, 
Colonel H. S. Wonson, resulted in the 
election of the following officers to serve 
during 1937: 

President—George A. Dempsey, 
Farmington Shoe Co., Dover, N. H. 

Vice-Presidents—J. Franklin McE]l- 
wain, J. F. McElwain Co., Nashua, 
N. H.; Charles T. Cahill, United Shoe 
Machinery Corp., Boston; and Frank 
S. Shapiro, National Shoe Corporation, 
Marlboro, Mass. 

Treasurer—Eugene L. Wyman, 
United States Leather Co., Boston. 

Secretary—James H. Stone, Boston. 

Board of Directors—Ex-Officio Di- 
rectors: Charles C. Hoyt, Lowell 
Bleachery, Inc., Boston; Alfred W. 
Donovan, E. T. Wright & Co., Rock- 
land, Mass.; and Harold S. Wonson, 
Commonwealth Shoe & Leather Co., 
Whitman, Mass. 

Directors—H. O. Rondeau, H. 0. 
Rondeau Shoe Co., Farmington, N. H.; 
William E. Doyle, Doyle Shoe Co., 
Brockton; Thomas Small, Allied Kid 
Company, Boston; C. V. Watson, C. V. 
Watson Co., Auburn, Mo.; N. D. Nexon, 
Wellesley Shoe Co., Framingham, 
Mass.; James T. Gormley, Day-Gorm- 
ley Leather Co., Boston; Louis H. Sal- 
vage, Louis H. Salvage Shoe Co., Man- 
chester, N. H.; George Barkin, A. R. 
Hyde & Sons Co., Cambridge, Mass.; 





GEORGE A. DEMPSEY 


Newly-Elected President New England Shoe 
and Leather Association 


Meyer Saxe, Kesslen Shoe Co., Kenne- 
bunk, Maine; S. D. Ansin, Ansin Shoe 
Mfg. Co., Athol, Mass.; H. N. Good- 
speed, A. A. Lawrence Leather Co., 
Peabody, Mass.; Arthur L. Evans, L. 
B. Evans’ Son Co., Wakefield, Mass.; 
Harry E. Gardner, American Oak 
Leather Co., Boston; J. A. Slosberg, 
Green Shoe Co., Boston, Mass; and M. 
Borkum, Harvard Shoe Company, Bos- 
ton, Mass. 

The election of George A. Dempsey, 
as president, brings to the association 
a leader among the younger generation 
of shoe manufacturers who, in recent 
years, has made an outstanding suc- 
cess. He is well and favorably known 
throughout the trade and a isan whose 
ability is unquestioned. Under his 
leadership the association will continue 
the aggressive activities which have 


characterized its long service to the 
New England shoe and leather industry. 

Other features of the meeting were 
the induction into membership of fifty 
New England manufacturers who re- 
cently became affiliated with the asso- 
ciation; the report of the Membership 
Committee headed by James T. Gorm- 
ley; the report of the Budget Commit- 
tee; and the decision to set the dates 
for the next annual Boston Shoe Fair 
at a meeting to be held March 3. 


N.E. Shoe Strike Settled 
With Small Loss of Time 


Boston, Mass.—By Friday, Febru- 
ary 26, at the time of this writing, 
practically the entire membership of 
the United Shoe and Leather Workers’ 
Union, called out on strike two days 
before in factories in Boston, Lynn, 
Salem, Newburyport, Marlboro and 
other places north of Boston, had re- 
turned to their work, satisfactory agree- 
ments having been reached with their 
employers. Viewing that section of New 
England as a whole, therefore, it is 
safe to say that not more than three 
days’ production was lost and this will 
be made up over a period of the next 
two or three weeks. 

What the aftermath of the wage in- 
crease won by the workers may be is 
yet to be determined, but it is generally 
assumed that, when the present run is 
completed, there will have to be some 
upward adjustment of prices to com- 
pensate for the increased cost of labor. 
There is little likelihood, according to 
leather men, of lower prices for leather. 
They point out that while new business 
is not being booked in volume at pres- 
ent, this is a seasonal condition. 
Leather in quantity is being shipped 
against orders placed some time ago, 
raw material prices are fairly steady 
and quotations are firm. In fact, sole 
leather prices may advance soon; and 
upper leather stocks of the grades used 
in volume price shoes are getting low. 

Some manufacturers believe that the 
extensive use of gabardine in shoe up- 
pers may prevent a general increase in 
the price of leather, but tanners profess 
not to be worried by this competition 
and are reliably reported as sticking 
to price levels already established. 
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Wise Store Managers Meet 


New York—The Spring meeting of 
the store managers of the Wise Shoe 
Company was held at the Hotel New 
Yorker on Wednesday, Feb. 24. The 
meeting was opened at 9.30 a. m. by 
L. A. Schoen, president of the company, 
who gave a general resume of the plans 
for 1937. Following Mr. Schoen’s talk, 
Abe Freeman, vice-president of the 
Peck Advertising Agency, which handles 
the Wise account, spoke on advertising. 
He in turn was followed by Thomas 
Rhobb, director of sales promotion of 
the National Retail Dry Goods Associa- 
tion, who spoke on inner store promo- 
tion; Marion Nell of Harper’s Bazaar, 
H. K. Phifer, buyer of shoes for the 
Wise Shoe Company, and Everit B. 
Terhune, president of the BooT AND 
SHOE RECORDER, who concluded the 
talks. 

Store managers inspected the new 
Spring line and were very enthusiastic 
as to its possibilities for increased sales 
during the coming season, following 
which, the meeting was concluded with 
a luncheon. 


Leather Company to Liquidate 


Boston, Mass.—Stockholders of the 
National Leather Company of Port- 
land, Maine, have voted to liquidate 
and distribute the assets of the com- 
pany among the owners. This company 
does not engage in the business of mak- 
ing and selling leather. It is merely a 
holding corporation, the assets of which 
comprise the entire capital stock of the 
A. C. Lawrence Leather Company, plus 
a small cash balance in the treasury. 
Common stockholders are to receive one 
share of A. C. Lawrence capital stock 
for each ten shares of National Leather 
stock. The balance of the capital stock 
of the A. C. Lawrence Leather Com- 
pany is to be distributed among the 
preferred stockholders of the National 
Leather Company. Capitalization of 
the National Leather Company consists 
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Golf Stars Prefer Whites 


1937 


Here’s a news photograph of unusual interest to shoe men. It shows a sparkling 

row of golf stars lined up on a long tee at Miami with their favorite shoes. 

Left to right: Patty Berg, Jean Bauer, Willie MacFarlane, Mrs. Leo Solomon, 
Ray Mangrum and Wild Bill Melhorn. 





of 130,000 shares of preferred stock 
and 750,000 shares of common. The 
A. C. Lawrence capitalization consists 
of 1,000,000 shares. Of these 1,000,000 
shares, therefore, 75,000 are to be dis- 
tributed among the common stockhold- 
ers of the National Leather Company 
and 925,000 among the holders of the 
preferred stock. 


A. E. Little Forms 


New Company 


Boston, Mass.—Alexander E. Little, 
at one time head of the A. E. Little 
Company, announces the formation of 
a new company, the A. E. Little-Strit- 
ter Company, which will engage in the 


manufacture of the formerly well- 
known “Sorosis” shoe for women, to 
retail in the medium price range. These 
shoes are to be made by the “Kastro” 
process, on which process patents are 
pending and which was developed by 
Karl A. Stritter of the Stritter Shoe 
Co. of Lynn, Mass. 

These Sorosis shoes have as features 
a sturdy, Littleway-stitched reinforced 
shank, combined with a flexible Sbicca 
single-sole forepart. 

Mr. Little is president of the new 
company; Mr. Stritter, vice-president; 
and Munroe Cohen, treasurer. Among 
the salesmen who will show the new 
line are George A. Peaslee, S. Tanen 
and George Liberty. 





ENGLAND WALTON DIVISION ¥* A. C. LAWRENCE LEATHER CO - 


“Sorted by Fibre” 
CUT SOLES and SOLE LEATHER 


OSTON 
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A Shadow Kid ankle-strap 
slipper is perfect with Moly- 
neux’s “Swan” a romantic 
Coronation gown. Shoe 


designed by Wm. Goldstein. 


The fashion world anticipates . Kid in Coronation Colors. Its rich 


an era of splendor parallel depths and extravagant suppleness 
to Victoria’s reign a cen- are prelude to a renaissance of fine 
tury ago —a period in which women will shoe-making. Specify; Coronation Red, 
be intensely feminine in “pretty picture” 1230; Royal Blue, 1365; Regal Purple, 
clothes. Kidskin Shoes are native to such 1052; Crushed Orange. 

a setting. And for harmony of texture and 1505, and Confetti Green, 

tone, we suggest New Castle’s Shadow 1145. 


New Crsile (Bititin YA ied (Xd a 


100 Gold Street, New York City 
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form to use. 


take an engineer to work. 


men’s samples. 


Write us now. 
details. 


United Last Co., 


Northampton 
England 


Melbourne, Australia 





SPRING-TO-FIT SERVES YOU 
EASILY and COMPLETELY 


ders rns 


The Spring-to-fit shoe form is the easiest 
No trick gadgets to get out 
of order. No levers and angles that usually 
An easy-to-use 
shoe form that does a complete job in dis- 
playing your shoes properly. 

Spring-to-fit forms are ideal for window 
displays, for show room lines, for sales- 
Handy, invisible inside 
the shoes, and extremely light in weight. 
We'll send you all the 


SHOE FORM CO., INC. 
AUBURN, N. Y. 


For full information telephone the nearest 
branch office of United Shoe Machinery Corp. 


Licensed Manufacturing Branches 
Ltd., Montreal, Canada 





Paris 
France Mexico City, Mexico 


“Jat 











Frankfort 


Germany 


OROTECTED BY AMERIC, P bese 





ND FOREIGN PaTENT< 

























healthy feet in good condition, and 
help restore ailing feet to health. 

And there are responsible, conscien- 
tious shoe merchants who will examine 
your feet and shoes and recommend 
the right shoes for your feet. They 
will not fit you with the wrong shoes 
just to make a sale. 

To know who these shoe men are 
watch Foot Health Week advertising. 


Happy Feet Make Cheerful 


Features 


All . beauty specialists and most 
women know that pains originating in 
the feet are reflected in the face, giv- 
ing wrinkles between the eyes and a 
drawn expression that cannot be mas- 
saged away, so long as the reason 

remains. 


Every woman should know that cor- 
rect shoes properly fitted will definitely © 
assist nature in correcting foot troubles, 
unless long abuse has caused conditions 
requiring the cooperation of an osteo- 
path or podiatrist. 

Have your feet and shoes examined 
during Foot Health Week. Know what 
it means-to have complete foot comfort, 
a keen, alert mind, calm, untroubled 
nerves—and all absence of foot pain 
and fatigue lines in the face. 





Don’t Forget You’ve Got a Date 


[CONTINUED FROM PAGE 24] 


And remember—today you can have 
comfortable, correct shoes that are 
smart in appearance. 


Spring Smartness Begins 
at the Feet! 


The way you “carry your clothes” 
depends upon correct posture and bal- 
anced stride. The smartest clothes lose 
their perfection when the wearer 
slumps, sways and struggles along. 

But when you wear shoes that give 
body balance and correct posture—that 
free the feet from all strain, then you 
gain that utter poise that is the first 
essential of true smartness. 

The approach of the season for san- 
dals and such, makes it all the more 
— that your street and walk- 

shoes be perfectly formed and 
fitted. "Twill make a great deal of dif- 
ference in your appearance and in your 
enjoyment of active days ahead. 

Be sure to have your shoes checked 
for proper fitting by a competent shoe 
man during Foot Health Week. 


Popularity Begins at the Feet! 


Popularity depends a lot on how you 
feel. You have to feel fine to fully 


enjoy life and see the bright side of 









things. Grouches don’t win popularity 
contests! 

Pin nothing more conducive to a 

grouch than aching, burning 
feet, tired, troubled feet. You know 
that without being told. 

And you can have foot comfort—at 
least nine out of ten that have foot 
ills can be freed from them by chang- 
ing to the right shoes, and even those 
who have developed more serious foot 
troubles through abuse can be hel 


Give the Children a Chance 


Foot Health Week should, without 
fail, be the time for check-up on chil- 
dren’s feet and shoes! 

Right today more than half of them 
are wearing shoes that are too short, 
and many others are being injured by 
wearing shoes bought and worn with- 
out being properly fitted! 

Because they can’t protest or protect 
themselves, nearly nine out of ten chil- 
dren born with perfect feet are ac- 
quiring foot ills that can be prevented 
or corrected by being sure that they 
wear only proper shoes, perfectly fitted. 

Given a chance, normal feet will de- 
velop matmany. Be sure your children 
get that chance. 

[TURN TO PAGE 50, PLEASE) 
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Regulation of Retailing 


[CONTINUED FROM PAGE 35] 


cept on written contract which contract is to be separate 
from the sales price. 

House Bill No. 976 covers much the same ground, 
but another bill, known as Senate Bill No. 216, goes off 
at a tangent and prohibits any person, firm or cor- 
poration from discriminating “between different sec- 
tions, communities or cities, or different locations, by 
selling at a: lower rate in one section after making al- 
lowances for differences, if any, in grade or quality, 
quantity and in actual cost of transportation from point 
of production or manufacture”—all this to apply not 
only to merchants but those engaged in selling services, 
as well. It even includes public utilities. And some 
merchants are now asking themselves whether, under 
this law, they would be able to take into consideration 
the difference in cost of doing business which might 
well exist in one community as compared with another. 
Rents, they point out, may differ materially but there 
seems no way for the merchant, under this proposed 
law, to pass on that advantage to his customers. 

Two other bills—House Bill No. 549 and Senate 
Bill 122—legalize price maintenance contracts entered 
into between manufacturer and retailer, the price in 
each case to be determined by the original vendor. The 
latter of these two bills actually provides that “it shall 
not be necessary that actual damages to plaintiff be 
alleged or proved.” In addition to relief by court in- 
junction, the plaintiff is entitled to triple damages. 

_ Other price maintenance bills are House Bill No. 

397, House Bill No. 1106 and House Bill No. 548, all 
pretty much alike and all following the pattern of bills 
already described, although No. 548 goes a bit farther 
than some of the others and, to prevent evasions of the 
retail price restrictions, makes it illegal to sell one ar- 
ticle in combination with another or to offer or make 
“any concession of any kind whatsoever whether by 
giving of coupons or otherwise.” 

Even a merchant who is not a party to any such price 
maintenance contract but who nevertheless offers for 
sale at less than a price agreed on by some other mer- 
chant with his manufacturer, is not exempt. His sale 
of any article at a price below that stipulated by the 
manufacturer “is actionable at the suit of any person 
damaged thereby.” 

Hearings on some of these bills have already been 
held but at these early hearings there was no organized 
protest—a policy of watchful waiting seemingly hav- 
ing been adopted. It is understood that the leading 
merchants of the city, most of whom are members of 
the Retail Trade Board, have been asked to vote on 
what action their board will take but the results of the 
poll have not been made public. 

Individual merchants, however, speaking as in- 
dividuals, feel that the proposed laws will not only 
have the desired effect but may have the reverse. 





The Floor Covering Reflects 


the Keauty of 


HEN your customers try on a pair of shoes, their 

first glance is toward the floor. They see the 
shoes against the background of your floor-covering. 
And, as you know, first impressions are lasting 
impressions. 

Therefore, a fresh, attractive floor-covering actu- 
ally aids the shoe merchant in selling his footwear. 

Likewise those first testing steps in new shoes will 
be more comfortable and satisfying on a deep-piled 
Mohawk floor-covering. 

That is why so many shoe stores are consulting 
with the FREE Mohawk Advisory Service about 
their floor-coverings. They find a wide range in 
weave and pattern to choose from and all Mohawk 
floor-coverings are well within the market in price. 

Wire collect to the nearest Mohawk Office for this 
free aid in solving your floor-covering problems. 


MOHAWK CARPET MILLS 


295 FIFTH AVENUE, NEW YORK 
Regional Sales’ Offices : 
Aclanta Boston Buffalo Chicago Cincinnati 
Cleveland Dallas Denver Des Moines ‘oit 
High Point Kansas City Los Angeles Philadelphia 
Pictsburgh San Francisco ttle St. Louis 





1987, Mohawk Carpet Mills 
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Men's Shoes 
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“HIGHEST GRADE ONLY™ 


EAST WEYMOUTH. MASS., U.S.A. 
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Carton Labels 








tie ahd 





er er ere 


Bowling Shoes 


ed 





PROFESSIONAL 
BOWLING SHOES 


Men's Women’s Oxfords 
$2.60 $2.50 5¢ less 














Introduce New Line 


BALTIMORE, Mp. — The new Spring 
sample line of the Swan Shoe Co. of 
this city is now completed and the sales 
staff will soon be showing it to their 
customers. Not only is the line replete 
with novelties and unusual combina- 
tions both in colors and materials in 
sandals and the specialty lines. with 
which this house is associated but a 
very radical departure has been made 
by the house. For the first time in 
their history they are producing hard 
sole footwear made by the Littleway 
process. These new sandals, many with 
cork and leather soles, will unques- 
tionably make a strong appeal to the 
trade because of their unique char- 
acteristics. The line includes sandals 


for men, women and children, and the 
house announces that many of them to 
be carried in stock will be illustrated 
and described in a new catalog soon 
to be off the press. 





F, K. Moncur Named 
Brown Divisional Manager 


St. Louris, Mo. — The Brown Shoe 
Company of St. Louis has appointed 
Fred K. Moncur Divisional Sales Man- 
ager for the Southeast. 





FRED K. MONCUR 


Mr. Moncur will make Atlanta his 
permanent headquarters, and may be 
reached through the Brown Shoe Com- 
pany sample room located in the For- 
syth Building. 

He has been in close touch with re- 
tailers in the south for many years, and 
it is felt that by locating in Atlanta 
he will be in a better position to serve 
their interests and those of his com- 
pany as well. 


Antique Shoe Display 
Draws Attention 


Denver, CoLo.—Gano-Downs, Six- 
teenth and Stout Streets, emphasized 
shoe consciousness by a showing of 
antique shoes in the central show win- 
dow guarding the main entrance of the 
store during the latter part of last 
month. The object of the display was 
not to augment the sales in any par- 
ticular offering of shoes but to create 
interest and focus attention on foot- 
wear in general with their patrons. 

The plan worked well and resulted 
in a noticeable amount of general in- 
quiry and casual purchases which 
raised the volume of shoe turnover be- 
yond its already substantial increase of 
sales as compared with those of last 
February, 1936. 

Secondary in attractiveness was the 
arrangement of shoes within the shoe 
department where fabrics of all popu- 
lar shades were cleverly shown with 
handkerchiefs of matching colors. Bags 
as well as hose were available for the 
complete ensemble. The stock displayed 
included the most ultra to the more con- 
servative demands in toes out, open 
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GROWING UP... 
Right Into Your...... 
JUVENILE DEPT... 


Juvenile customers who grow up and 
graduate to adult sizes are just so 
much “water over the dam"—as far 
as your juvenile department is con- 
cerned. Replacing them is no task 
with those retailers who tap the 
reservoir of wearers of famous Mrs. 
Day's Ideal Baby Shoes—offering 
Flexible Hard Soles (2-8), carrying 
the same familiar trademark. 


MRS. DAY’S 
IDEAL BABY SHOE 





COMPANY 
DANVERS, MASS. 

Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 
FLEXIBLE HARD SOLES 
ae Ce ee 





shanks, and high fronts: Black fabric 
was tops with blue and terra-cotta 
next and red earth last. 





Launch New Ad Campaign 


New YorK — Cooperating with shoe 
manufacturers and retailers, the mak- 
ers of Shu-Milk are stressing the safety 
features of their popular product in an 
ambitious advertising campaign about 
to be launched in selected national 
magazines, weekly supplements and 
newspapers throughout the United 
States. 

With Fair Trade Contracts in Cali- 
fornia, Washington, Oregon, Iowa, Wis- 
consin, Illinois, Ohio, Louisiana, Rhode 
Island and New York, prohibiting sales 
below a 23c. minimum, and prices 
which permit higher - than - average 
profits on this basis, the company re- 
ports an enthusiastic. early season re- 
sponse from the trade. 


Port Holes Good in 
S. California 


Los ANGELES, CALIF.—W. E. (Bob) 
Jones is touring his Southern Cali- 
fornia territory for the Brown Shoe 
Co. Plenty of blue kids and gray 
gabardines are being booked. A steady 
appreciation for the brown and white 
sport types, and the patterns with the 
port holes is accounting for consider- 
able extra business. 
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Turnover 


DouGias SHOEs in more than 175 styles are now 
ready for immediate delivery. A fine new assort- 
ment of the finest, newest styles! 

© These fashion-leaders retail at $4, $5, and $6.50 
— popular prices that appeal to millions of people. 
¢ They are of All-Leather Construction —the 
Douglas All-Leather Standard rules out 





“substitutions,” as shoe men everywhere know. 
© They are backed by powerful advertising — 
consistent, sales-making advertising. 

© They bear a name that your customers already 
know and respect. A name your customers ask for. 
A name that brings you fast turnover. The great- 
est name in American shoes — DOUGLAS. 


Write for our Spring and Summer Catalog 


W. L. DOUGLAS SHOES 


299 Broadway, New York BROCKTON, MASS. 


Broadway Arcade Building, los Angeles 





When writing advertisers please mention Boot and Shoe Recorder 
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Men's Slippers 
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SLIPPERS 2, 


IN- Genuine TURN pone with een 


Counters. All sete 
STOCK Counters. A Gators — $1.85 
Geo. F. Carleton & Co., Inc. 
HAVERHILL, MASS. 
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Dancing Shoes and Taps 





SCHWARTZ 1 & HERD 


INC., MFRS. 
. Pa. 





Bowling Shoes 


BOWLING SHOES 
Kid leather uppers. Regula 
soles. Right foot rubber. Left foot 
buck. White Rubber Heels. 

Men's Women’s 
$2.00 $1.95 
Plus 10% Fed. Tax. 
MIDWEST SLIPPER 
MFG. CO. 
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ALSO BASEBALL & BOXING SHOES 
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You’ve Got a Date 
[CONTINUED FROM PAGE 46] 


Be good to your feet during Foot 
Health Week and your feet will be 
good to you the rest of the summer. 





Trade Literature 


WATERTOWN, Wis.—There is a re- 
freshing newness about the Spring and 
Summer “Crosby Square” In-Stock 
Catalog, which is now being mailed by 
the Walter Booth Shoe Company. The 
cover, varnished and printed in five 
colors, simulates the cover of Esquire; 
and they show the many styles that are 
available for immediate delivery in the 
various grades they make. The illustra- 
tions are all from unretouched photo- 
graphs, showing the shoes as they 
actually look. All their lasts are pic- 
tured in toe views, thus giving a com- 
parative photographic study of the 
various types of lasts men need. Two 
pages of shoes in actual color serve as 
a color key to explain color leather 
descriptions used throughout the book. 
Details of the patented construction of 
their Crosby Square Flexible Shoe are 
also illustrated. The catalog is given 
a style angle by the announcement on 
the front cover that “From Hollywood, 
London, Miami, Newport, Fifth Ave- 
nue, the Crosby Square Fashion Ob- 
server Brings you 1937 Authentic 
Fashions.” 


HUMBOLDT, TENN. — The O’Donnell 


_ Shoe Company makes a unique presen- 


tation of their “Aristocrat” riding boots 
in their 1937 catalog, just off the press. 
Two photographs, one of a cavalry of- 
ficer on the inside front cover, and an- 
other of a beautiful girl astride her 
mount on the inside back cover, show 
the boots in actual use. “The Riding 
Boot of Style and Quality” is their 
slogan, and the full line is attractively 
illustrated, from riding boots for men, 
women, boys, and girls, on through 
military boots, field boots, jodhpurs, 
sport boots, aviator boots, service boots, 
and army officers’ dress shoes. 

A center spread in four colors shows 
six of their best styles against a back- 
ground of blue sky, green grass and 
trees, and a sunlit wall in the distance. 
The page of dealer helps tells how the 
company aids merchants in selling 
“Aristocrats,” while a page illustrating 
boot accessories shows the merchant 
how he can make extra sales. Sug- 
gestions for better boot fitting are also 
included. Requests to us for the catalog 
will be promptly sent on to the manu- 
facturer. 





NILES, MicH.—Zouri has issued their 
latest catalog of store fronts in an at- 
tractive portfolio of fifteen interesting 
store front designs, illustrating the use 
of Zouri metal store front construction 
in a number of different types of stores, 
together with information on various 
Zouri moldings and sections available 
for the complete store front. 

This portfolio is of great help to the 
retailer planning a store front moderni- 
zation and requests to us for this folder 
will be sent on to the manufacturer. 
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INDISPENSABLE 
TO FOOT HEALTH 
SHOES 


are innersoles that nullify the 
injurious effects of perspiration 
—and maintain the cool, dry, 
non-irritating conditions essen- 
tial to foot comfort. 


Van Tan Innersoles are especially 
tanned to achieve those results. 
They are used in many leading 
lines because of their ideal com- 
fort and wearing qualities. If you 
want to improve the comfort 
of your shoes—ask for 
Van Tan Innersoles. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


VANTAN 


the perfect leather innersole 











Buffalo Retailers Hold 
Bowling Party 


BuFFaLo, N. Y. — One of the iaoet 
successful bowling parties ever held by 
the Buffalo Retail Shoe Association 
took place Feb. 24, in the quarters of 
the Orioles Club. The affair brought 
out over one hundred shoe retailers and 
representatives of wholesale houses 
who enjoyed bowling, card games, re- 
freshments of all kinds and social di- 
versions until well after midnight. 

The party was arranged by Presi- 
dent John Jacobs, assisted by Ollie 
LaReau, Joe Pfeiffer, George Siefert 
and Robert L. Holmes. The wholesale 
houses, particularly, were well repre- 
sented. A remark made by some of 
them during the evening was, “I didn’t 
know there were so many shoe retail- 
ers in Buffalo.” 

The door prize was won by Herman 
Meyer, being a handsome cigarette 
lighter and holder. This was the first 
function in the evening that H. J. 
Deters was able to attend since he was 
taken seriously ill late last year. 

The affair was so successful and good 
feeling among all branches of the 
trade so evident, that President John 
Jacobs announced that more of such 
parties would be given and that golf 
tournaments during seasonable weather 
also would be undertaken. 
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No cause to kick about the kick 


in goring made with “Lastex” 


OME manufacturers and retailers ask why the 

new shoe fabrics.made with “Lastex” yarn do 
not have as much “kick” as the old-fashioned elas- 
tic fabrics used for gorings. At first experience, the 
elasticity of the fabrics made with “Lastex” seems 
too gentle and: easy,-as compared with the strong, 
sharp pull of their old-fashioned predecessors. 


The answer is quite simple. There never was any 
need from a shoe-making standpoint for the heavy 
tension of the old gorings. In fact, the heavy tension 
was a definite disadvantage because it tended to 
bind and pinch the feet. Its only excuse was that the 
goring manufacturer thought to lengthen the life 
of his product by increasing its bulk and weight. 


The GENTLE, EASY and PERMANENT elas- 
ticity of the new shoe fabrics made with “Lastex” 
yarn is not an accident. It was scientifically deter- 
mined after hundreds of experiments based on prac- 
tical shoe-making requirements. The objective has 
been attained. Elastic shoe materials have been 
created which neither pinch nor bind, which main- 
‘<> tain their elasticity unimpaired for the life of any 
shoe. They are beautiful in appearance, practical 


Gabardine boot; made 
with “Lastex.” Gabar- 


Siltex side gores, made 
with “Lastex.” Green 


in handling. They ensure perfect fitting and per- 
fect comfort. 


The mere fact that an idea is old does not prove 
that it is good. Just because manufacturers had no 
alternative but heavy, clumsy goring, which bound 
and pinched, prior to the invention of “Lastex,” 
does not mean that they must keep on using it. Calf- 
skin and pigskin were used for shoes long before 
the adoption of kid. No doubt when kid was intro- 
duced some manufacturers complained that it was 
not as heavy as calf or pig. Hundreds of thousands 
of women are wearing shoes made with gorings 
made with “Lastex” yarn. Ask them what they think 
about fit, comfort and wear. They are wearing shoes 
made with “Lastex” which give perfect fit and com- 
fort. The elasticity does not die. What else is needed? 


All shoe materials made with “Lastex” are distributed to 
the trade through Alfred Vamos, 450 Marbridge Building, 
New York City. Three of his new and original designs em- 
ploying goring made with “Lastex” are illustrated here. 


For booklets and information on the uses and advantages 
of “Lastex” in shoes, bags, hats or any other items of apparel 
for men, women or children, write to the address below. 


Step-in in blue suede, 
blue patent trimming, 
blue kid Pleatex (a 


Side gores of net, made 
with “Lastex.” All black, 


dine and black Llama 
Calf vamp and fox. Non- 
working buttons. De- 
signed by Alfred Vamos. 


suede, green patent, 
matching rigid Siltex in 
front inserts. Designed 
by Alfred Vamos. 


An elastic yarn manufactured 
Rubber Products, Inc., 1790 


suede with patent trim- 
ming. Matching rigid 
net in front inserts. De- 
signed by Alfred Vamos. 


PLETONO vue MIRACLE YARN THAT MAKES 


exclusively by United States 
Broadway, New York City 


material made with 
“Lastex’”). Original de- 
sign by Customcraft. 
U. S. Patent 2,059,747. 


THINGS FIT 





When writing advertisers please mention Boot and Shoe Recorder 















Sport Shoe Leathers 





For sporty extremes—show shoes 
with this new pile. 
Made by the tanners of famous 
Rueffit. Samples on request. 





SLATTERY BROS. 


ZIO SOUTH ST. TANNING CO. 
ASS 


BOSTON .MASS. SALEnm MASS. 















Obituaries 


A. P. Drevet 


GIRARD, On10—August P. Drevet, 40, 
for the past nine years superintendent 
at the Ohio Leather Company plant, 
here, died at his home on February 23. 

Mr. Drevet was born at Lyons, 
France, and came to this country with 
his parents when he was two years old. 
He was well known in the leather in- 
dustry besides his activities in munici- 
pal affairs. He was a member of the 
Girard William Farr Lodge, F. & A. M., 
the Niles Chapter, Niles Council, the 
Niles Knights Templars, the Lake Erie 
Consistory No. 382, the Youngstown 
Grotto, the Elks, the Mahoning Valley 
Country Club and the Girard Post of 
the American Legion. 

He is survived by his widow, his 
mother, two children, two sisters and a 
brother. Funeral services were held at 
the First Christian Church on February 
27 and burial was in the Masonic plot 
in the Tod Cemetery. 

A well known and popular figure at 
the Ohio Leather Company, the plant 
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Autographs Two Millionth Pair 





Dr. M. W. Locke autographing the 2,000,000th pair of Dr. M. W. Locke shoes. 

Left to right: G. H. Ansley, vice-president and general manager of the Lock- 

wedge Shoe Co., Ltd., of Perth, Ontario; Dr. M. W. Locke; H. G. Gilhooly, 
chairman of the board of the Lockwedge Shoe Corp. of America. 


PERTH, ONTARIO — Coincident with 
the beginning of the fifth year of the 
sale of Dr. M. W. Locke shoes in the 
United States and the making of the 
two millionth pair, another story of Dr. 
Locke entitled “Is it True About Dr. 
Locke?”, is told in an article to be 
published in the April issue of the 
Pictorial Review. It reflects the im- 
pressions of the author as a result of 
her visit to the clinic of Dr. Locke at 
Williamsburg, Ontario, Canada. 


Full-page advertisements for Dr. 
Locke shoes will be run in the Spring 
issues of various magazines. Merchants 
are expected to tie in with this cam- 
paign by the use of striking window 
display material and other dealer helps 
which are being supplied to them. 

Lockwedge Shoe Corp. of America 
states that this is the most pretentious 
campaign ever planned for these shoes, 
and wholehearted cooperation pledged 
by their dealers is most gratifying. 





was closed down on February 27 in re- 
spect to Mr. Drevet’s memory. 





Nat Stevens 


ScHENEcTADY, N. Y.—‘Nat” Stevens 
who for many years was a shoe sales- 
man and traveled through the Middle 
West and eastern sections of the coun- 
try recently passed away at the home 
of his niece in Schenectady. He had 
represented such houses as Faunce & 
Spinney, Lynn, Mass.; Dunn & Mc- 
Carthy, Auburn, N. Y., and Field & 
Flint, Brockton, Mass. 

Mr. Stevens made his home at 
Durham, N. H., when off the road. He 
was a popular and respected member 
of the travelers’ associations, being 
affiliated with the Southern and Na- 
tional Associations. 





George W. Bumpus 


AUBURN, Mge.—George W. Bumpus, 
90, former treasurer of the American 
Shoe Co., died at his home, 32 James 
Street, recently. 

He was a native of Hebron, a gradu- 
ate of Hebron Academy, and had served 
as city clerk from 1901 to 1936. Dur- 
ing. this unbroken record of service, 


there were 14 different mayors. Mr. 
Bumpus was also a member of the 
School Board for several years and was 
a charter member of the Androscoggin 
Lodge of Odd Fellows. 





Peter Dascoulias 


TILTON, N. H. — Peter Dascoulias, 
local shoe merchant, died recently in a 
Boston hospital. He was a native of 
Greece and had been in business here 
many years. He was a member of the 
Franklin Lodge of Elks. 

During the funeral services, the busi- 
ness men of Tilton and Northfield closed 
their stores out of respect to the de- 
ceased. The Elks performed their 
funeral ritual and burial was in Park 
Cemetery. 


William D. Andrus 


Syracuse, N. Y.—William D. An- 
drus, widely known among retail shoe 
merchants in North Central New York 
on whom he called for many years as 
a traveling salesman for various man- 
ufacturers until his retirement from 
active business a few years ago, died 
recently at his home in California. 
He had lived in the western state 
since his retirement. 
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A Book Every Shoe Dealer 
and Salesperson 


Should Have ! 
THE 
HUMAN 
FOOT 


ANATOMY, DEFORMITIES 
AND TREATMENT 


By DR. WM. M. SCHOLL 


= = = = Convenient 


—to Shoe District— to Theatres 
— toTransit Facilities— to SmartShops 


SINGLE OOD DOUBLE $ 450 
with Bath from SO, from 4= 


CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GEORGE A. TURAIN, General Manager 














This is one of the most complete books ever written on the 
subject of Anatomy, Deformities and Treatment of the Foot. 
Although it is scientific to the highest degree, it is so written 
and illustrated that any layman can readily digest it and put 


Ww. 1 





and Tend 


Toes, 
Nearl: 


tions in color. 





700 pages. Over 
400 iilustrations. Many 
anatomical illustra- 


Know More About 
The Feet 


Mail Coupon Now! 


its teachings into daily practice. 
Partial List of Contents Bones, Metatarsals and Phalanges, 
es 


of the Foot, Ligaments, 


of the Foot, Arteries of th d 

too 4 Foot, ag me Nails, on i e Leg and Foot, Veins of the 
bes etatarsa a 

Bunion, eumatism, Gout ae Other Joint Affections. 


rative Anatomy, Deformities of the 
Morton's Toe, Hallux Valgus and 





! THE SCHOLL MFG. Co., INC. 


: 213 W. Schiller St., Chicago 


: 62 W. 14th St., New York 

: Send me______________copies of “THE 
; HUMAN FOOT” at $3.50 each. 
: Name 
: City 





State. 











Children’s Shoe Fitting 
In Three Steps 


[CONTINUED FROM PAGE 21] 


machine. Feels to see if toes are flat or 
crowded up. 4. Then feels for length. 
Is there enough room for growth? Is 
the foot far enough from walls? 

When the fitting clerk is satisfied with 
the fit, the Supervisor steps into the 
picture and makes a complete re-check 
to see if his opinion agrees with the 
clerk. He again looks for proper fore- 
placement and arch fitting. For toe 
length. Sees that waist and instep fit 
snugly, checks heel to see that it fits 
securely, preventing slipping. Width is 
also checked again. 

All of the information regarding the 
shoes is entered on the child’s record 
card. So complete is the examination; 
so accurate the record, that a card is 
displayed reading, “Personal fittings are 
necessary only twice a year.” 

And when I asked the chief supervisor 
about the number of corrections he 
needed to make, and the customer’s re- 
action to the change, he said the changes 
were very few, but when they were 
needed, diplomatic handling and the 
customer’s confidence make everything 
quite easy to handle. 

There you have the outline of how a 
good fitting job is done in this store. But 
there was something there that could 
only be felt—something without which 


no children’s store can succeed. There 
was an interest in the children and a 
sincerity of purpose. Profits and pro- 
gress must be considered, of course—but 
one knows without being told that to 
every one in the department, the most 
important thing of all is that every 
child whom they fit, shall wear shoes 
that are as absolutely right as is 
humanly possible to fit them. 

Three “blow ups” of an ad series on 
this fitter’s method all shown in the de- 
partment and read as follows: 

“LESSON NO. 1—Baby climbing up 
stairs—shoe sizes 3 to 8. STEPS in the 
right direction. 

“Will his first step be firm and strong? 
It’s up to you. If he takes that first 
step in Gro shoes, he’ll share the ad- 
vantage 50,000 mothers give their chil- 
dren yearly. Gro shoes, the latest in 
scientifically designed footwear, flexible 
arch, broad heel, base, snug fitting arch, 
and roomy fore part. Sold only by spe- 
cially trained sales people under expert 
supervision. The health features of 
gro-shoe safeguard the present and fu- 
ture foot health of a growing child. 

“LESSON NO. 2—Feet, like roots, 
need room to grow. 

“A plant with big roots cannot live 
in a small pot. It will soon dry up and 
die. Your toes are like a plant. If you 
put them in shoes that are too small they 
will hurt. But gro-shoes will not hurt 
because all of your toes can spread out 
when you walk and there will still be 


room for your feet to grow. Your big 
toe will point straight as an arrow and 
your little toe will not curl under. Macy’s 
knows the kind of shoes your feet need. 
We will not sell you gro-shoes unless 
we are sure that they fit. Sizes 8% 
to 12. 

“LESSON NO. 3.—Little boys should 
not walk on walls. 

“If you walk on a wall you may fall 
off and hurt yourself like Humpty 
Dumpty. The little boy in the picture 
is naughty to try, but he did not fall 
off. His steps are sure. His heels do 
not slide up and down or swing from 
side to side because the back part of 
gro-shoes is narrow and keeps his feet 
and ankles steady. 

“Macy’s is the only store in the world 
that sells gro-shoes. We never let a 
child wear shoes that do not fit heels 
as well as his toes. Sizes 12% to 3.” 


Elkan Myers on 
Vacation Cruise 


BALTIMORE, Mp.—Elkan Myers of D. 
Myers & Sons of this city sailed from 
New York on Tuesday of last week 
with Mrs. Myers for a month’s vacation, 
the major portion of which will be 
spent in touring Mexico. Combining 
just a little business with pleasure, Mr. 
Myers will call upon their Cuban agent 
in Havana during the call of their ship 
at that port. 
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Carton Labels 
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FOR SHOE RETAILERS 
WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 
TOLMAN PRINT, Inconrorateo 
UNIVERSITY PRESS 











CAMBRIDGE MASSACHUSETTS 
Dancing Shoes and Taps 











TAP 
DANCE 
SHOES 
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In 
Patent Stock 
Wisees’ 8 i e 
White ye bi ty Stas 
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= Owens SHOECo. = 
—— _ 28 Goodhue St., Salem, Mass. ——— 








TAP DANCING SHOES 
IN-STOCK 
PATENT 
LEATHER 
een 
$1.35 
Misses 
$1.25, 
Children's 


also, white kid is eae $1.20 
BLOG SHOE COMPANY 








New York, N. Y. 





147 Duane St. 








Holds Formal Opening 


LitTtLe Rock, ARK. — Kean’s, Sixth 
and Main Streets, Little Rock’s newest 
shoe store, held its formal opening 
Saturday, Feb. 27. More than 150 new 
Spring styles of shoes were shown. A 
large crowd attended the opening. 
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Shoe Traveler Opens Second Store 








The interior of the new women’s shoe store recently opened in Columbus by 
E. H. Minor, well-known shoe traveler in the Middle Atlantic territory. 


CoLumBus, OHIo — E. H. (Larry) 
Minor, well-known shoe traveler in the 
Middle Atlantic territory, has opened 
a beautiful modernistic women’s shoe 
store at 14 S. Third Street, this city. 
This store is the second opened by Mr. 
Minor; the first is in Dayton. 

The appointments and fixtures of the 
store are all modernistic in design with 
a color scheme carried throughout of 
pastel shades of coral, robin’s-egg blue 
and beige. Fitting chairs are of the 
modern chrome steel type, upholstered 
in leather in the three aforementioned 
colors. The wall-to-wall carpet is of 
beige. : 

Indirect lighting is used throughout 
with Venetian blinds used as the back- 


grounds of the four windows which 
provide ample space for up-to-the- 
minute displays. 

The store operates with only two 
lines of shoes; one line being high 
styles and the other corrective foot- 
wear. Prices range from $6.50 to $12.50. 
Mr. Minor’s first store in Dayton oper- 
ated so well with only two lines car- 
ried that he was prompted to open this 
new store in Columbus carrying the 
same lines of merchandise. The Colum- 


‘bus store is slightly larger than the 


first unit. 

In the store Mr. Minor is ably assist- 
ed by E. G. Sapp, M. F. Tarpey and 
Miss Fern Struble, all well-known in 
the retail shoe field in Ohio. 





Gries Appointed 
Cooper, Wells Representative 


St. JOSEPH, MicH.—Walter Gries has 
recently been appointed sales represent- 
ative for Cooper, Wells & Company, 
hosiery manufacturers, in the Detroit 
territory succeeding Max Tarnow. 

Mr. Gries is well known in Detroit 
having been in the retail hosiery trade 
there for several years. He was hosiery 
buyer for Newcomb-Endicott’s for sev- 
eral years and when that store was 
purchased by the J. L. Hudson Com- 
pany, he left Detroit and became 
hosiery buyer for Stix, Baer & Fuller 
Company of St. Louis. He has been 
with that company for the past ten 
years up until the time of his recent 
appointment with Cooper, Wells & 
Company. 


Shoe Pioneer Honored 


Mitton, N. H.—Tribute was paid to 
the memory of one pioneer shoe manu- 
facturer, but the birthday anniversary 
of another went unmarked, in New 
Hampshire this week. 

The students of Nute High School, 
here, commemorated the 117th anni- 


versary of the birth of Lewis Worcester 
Nute, who went from that town to gain 
prominence in the Boston shoe busi- 
ness. After a number of years with re- 
tail shoe firms, he took over the firm 
of Potter, Nute & Bayley in 1863. He 
started the manufacture of brogans 
and plow shoes, turning out 4000 pairs 
daily. He became wealthy and founded 
the school in his home town. Upon his 
death, he left a fund for its perpetual 
maintenance. 

In Farmington, the 125th birthday 
anniversary of Henry Wilson, a native, 
was not celebrated because, town of- 
ficials said, “we are too busy in the 
shoe factories.” Ironically, Wilson be- 
gan life as a shoeworker and later be- 
came a shoe manufacturer in Natick, 
Mass., as well as 18th Vice-President of 
the United States. 


G. J. Marott in Hot Springs 


INDIANAPOLIS, IND. — George J. 
Marott left on March 1, for Hot 
Springs, Ark., to attend the thirty-sixth 
annual meeting of the Indiana Hot 
Springs Club, of which he is president. 
Mr. Marott has not failed to attend 
any of the thirty-six meetings of the 
club, composed of Hoosier sportsmen. 
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Merrill M. Rainey of Rainey’s Brown- 
bilt Shoe Store, St. Joseph, Mo., 

his family and his new ’37 Chevrolet. 
When he started on the Brown Plan, 
he drove a Model T Ford. Above is 
shown his “specialty store.” 


SAYS BROWN PLAN PULLED 
HIM THROUGH DEPRESSION 


For seven years, Mr. Rainey has operated on the Brown 
Store Plan. Now his business is on a sound footing, paying 
him fine profits. Competition can’t worry him ... depres- 
sions can’t get him down. All over the country, hundreds a 
of other shoe merchants are following this same plan with only, F am 
It will work for you just as it 


the same certain success. 


works for them. Let us give you the facts. 
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tore, jue > 6 Shoe Store 
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tion—and it may be the beginning of a more profitable 
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Also manufacturers of Air Step Shoes for Men and Women and Buster Brown Shoes for Girls and Boys 





J. N. Adam to Open New Store 


BuFFALO, N. Y.—J. N. Adam & Co. 
will open a branch department store 
in Niagara Falls about May 1 with 
large departments devoted to women’s, 
misses’ and children’s footwear, it was 
announced by Walter J. Brunmark, 
president. Karl V. Pieper, who for 
the last three years has been assistant 
to Albin Omberg Holder, vice-presi- 
dent of the company, has been ap- 
pointed general manager of the Niag- 
ara Falls branch with Paul Southard, 
assistant treasurer of the company, as 
assistant manager. 

The four-story building at 114-120 
Falls Street, formerly occupied by the 
Niagara Dry Goods Corp., a subsid- 
iary of Sibley, Lindsay & Curr Co., 
of Rochester, has been leased and 
upwards of $300,000 will be spent in 
modernizing the building and the in- 
stallation of new display fixtures and 
lighting throughout the building. Half 
of this amount will be spent for struc- 
tural changes in the building including 
a new display frontage. 

Shoe buying for the Niagara Falls 
branch will be handled by the Buffalo 
store. Orders already are being placed 
for the merchandise requirements of 
the new branch which will be the first 
branch store operated by any of the 
eight units of the Associated Dry 
Goods Corp., of New York, which in- 
cludes Lord & Taylor and James Mc- 


Creery & Co., of New York; J. N.’ 
Adam & Co., and the Wm. Hengerer 
Co., of Buffalo; Stewart & Co., of 
Baltimore; Hahne & Co., of Newark; 
Powers Mercantile Co., of Minneap- 
olis, and the Stewart Dry Goods Corp., 
of Louisville, Ky. 

The new store will have a frontage 
of 66 feet in Falls Street in the heart 
of the downtown retail shopping zone 
of Niagara Falls and is 122 feet deep. 
Four floors and basement of the store 
will be used. The Niagara Dry Goods 
Corp. enjoyed an annual volume of 
approximately $800,000 in this location 
before it discontinued the store four 
years ago and President Brunmark 
of J. N. Adam & Co. believes this 
figure will be increased to more than 
$1,000,000 during the first year of 


merchandising operations. 


Ludin Starts Own Store 


SAN Disco, Cautir.—John A. Ludin 
has opened his own shoe store at 428 
B Street where he is featuring the 
Antioch line of shoes exclusively. He 
was formerly connected with the Canti- 
lever shoe store in this city. 

The new store is modern in all re- 
spects and has the concealed shelving. 
Only women’s and children’s shoes are 
carried. The new venture is opening 
in a very satisfactory manner due to 
the amount of personal trade enjoyed. 


New Men’s Store Planned 


SPOKANE, WAsSH.—Les Critzer, who 
has been in the shoe business in Spokane 
over 20 years, several years ago with 
Gun & Critzer’s shop in the Davenport 
Hotel, will open a new exclusive men’s 
shoe store about March 15. 

The new store which will be called 
the “Shoe Den” will be located at 712 
Sprague Avenue and will be the only 
store in the city dealing only in men’s 
shoes. Edward Clapp shoes will be 
featured, and also lower-priced lines. 


Starts Slipper Production 


EASTHAMPTON, Mass.— The Inter- 
state Slipper .Company has begun 
manufacturing operations in its new 
plant here. A small number of em- 
ployees has been started in the cutting 
department and the number will be 
added to as period of instruction is 
begun in each department. 


Shoe Corporation Liquidated 


New ORLEANS, La.—The Schiro Shoe 
Corporation has been liquidated, with 
Philip A. Schiro acting for the stock- 
holders. In lieu of the corporation, 
A..P. Schiro, Philip A. Schiro and 
A. P. Schiro, Jr., have formed a part- 
nership and will operate the business 
on Canal Street under the name of 
Schiro Shoe Store. 
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SALESMAN WANTED 


BUSINESS OPPORTUNITY 





EW YORK CITY and Philadelphia—to sell 

Ski Boots and Sporting boots. Prefer man 
who at present is selling non-conflicting line 
to Sporting Goods Stores and rtments and 
can handle our line as side line on straight 
commission. Give present connection and full 
details. Wine Shoe Mfg. Co., Chippewa 


Falls, Wisconsin. 


SALESMAN wanted for combined territory of 
North and South Carolina and Tennessee. 
Must be resident of one of these states, and de- 
vote entire time to sale of complete line of 
stitchdowns. Give references and full particu- 
lars regarding experience. Address F-262, care 
Boot & Shoe Recorder, 239 West 39th Street, 


New York, N. Y. 


SHOE Finding and shoe salesmen for new live 
package, salary and expenses for right man. 
Must have auto and small cash bond. Address 
F-264, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 











SIDE line salesmen wanted by manufacturer of 
Men’s Spats, liberal commission—easily and 
quickly presented. Address F-266, care Boot & 
Shoe Recorder, 209 So. State St., Chicago, Ill. 





SALESMEN to’ carry short side line, new 

process infants’ shoes. To carry southern 

territory. Desirable in price range and new 

features. Commission only. State territory cov- 

ered and qualifications. sler Shoe Mfg. Co., 
04 E. Pratt St., Baltimore, Md. 





FOR SALE 


ESTABLISHED family shoe st store. Due to 
death, will sell reasonab! est 
buy. _ Maxwell, 350" “Hamilton Street, 


Allentown, Pa. 








Attractive, Th ep ~ family shoe 
store oe. ng mi and ortho- 
dic footwear. Well established for 
0 years on Broadway, New York City. 
will sell for cash only to responsible 
private party. 4% year lease. 
Address F-265, Care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











OL? established shoe store, 100% location, 178 
ckman St., New York or 103-7th Ave., 


New York. 





LINE WANTED 


SRERING HAWAIIAN see eg pe a 

Men’s and women’s good shoe lines wanted 
by established Hawaiian distributor. Can do a 
nice volume for ara in the moderate 
price line. Can sup) om Figen references. If you 
want to sell the islan 8, write directly to P. O. 
Box 458, Honolulu, T. H. 





CHILDERN S PREWELTS for Metropolitan 
New York and Newark, Commission. Ad- 
dress F-263, care Boot £ } aoe Recorder, 239 
West 39th Street, New Y: 


[ONG established in wholesale shoe market de- 
sires good line of children’s or women’s welts 
for Metropolitan area. Address F-267, care 
Boot & Shoe _ Recorder, 239 West 39th Street, 
New York, N 


CHEAP and Medium Priced Women’s Novelty 

Footwear to sell both quantity and retail trade 
in Minnesota, Wisconsin and sarees 
States. Address F-268, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 











-Money in Foot Correction— 
BE A TECHNOPEDIST 
oe on are nied pistesion. ne lone Beads in 


furnished at low cost. a ew toons. “= 


THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 














WANTED TO PURCHASE 








MERCHANTS’ NEEDS 


THE ORIGINAL 


Shoe Shrinking Devices. 
DO NOT BE MISLED 
by patent warning notices. 
We own Patent No. 1990142 













Roller type deviee 






$18.50 


shrinking devices enable you to 
oh your customers not only satisfied 
but permanent by giving 


thems adtes : ce | 
eliminatin p an 
fer e tus arouse the 
of shoes, venting 

9 pping at the heel or 
ng at the sides, om 
y Phage wrinkles 
from ae 
pe oe a e- 
vices when used with 
our specially prepared 
pang m geese fluids, which are scien- 
4 50 { tifically necessary, 

shrink fullness from 
leathers or fabrics with- 


Curved type irom = out harm to either. 
Send your order or write for detail in- 
formation. 

Special combination offer $25.00 (fluids in- 
= s in above prices) f.o.b. indianapolis, 
ndiana 


E. C. SMELTZER CO. 


121 E. Gist Street, Indianapolis, Ind. 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-61 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 








WE BUY 

Boties or He Yinstomie and Retail 
Shoes such as 
Welt ores Florsheim, gy Vital- 
ity, Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN BUBIN 

“The House of Jobe” 

89 Reade at Cor. Chureh 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
gee ee, ae pee A 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Ine. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 




















Host Named Manager 
of Fair Store Branch 


Oak Park, ItL.—Paul Host, former- 
ly assistant shoe buyer for the Fair 
store, has been made superintendent of 


the newly enlarged and modernized 
branch in Oak Park. In addition to a 
large modern department store, com- 
plete in all departments, Mr. Host also 
has under his supervision an enlarged 
and modernized shoe department. In 
order to care for increasing business 
the department has been made twice as 
large as before. Previously it was rel- 
legated to one corner of the store but 
now has a whole side and length of the 
store and an entrance of its own. Chro- 
mium chairs with green leather replace 
the old ones to harmonize with the new 


jade green rug. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
3 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gj 


Mini- 
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VAMP RAISER and LENGTHENER 
Should be in shee store. Relieves and 


gi aN a Ni I 


Sf steel, nickel plated.” For sale by shee findings 
febbers and whol le shoe houses everywhere, or send 


your order direct te us. 


$5.00 COMPLETE 


NU-WAY SHOE STRETC 
4367 Duncan Ave. 





More Coronation Shoes 


MONTREAL, CANADA—A pair of made- 
in-Canada sandals worth $16,000 will 
be offered Queen Elizabeth as a corona- 
tion gift. These sandals are studded 
with 500 diamonds and 500 rubies. 

Eleven other pairs of shoes, made in 
Montreal of Canadian leather and by 
Canadian workmen, will also be offered 
for use at different events which will 
follow the coronation. 

Advice from the Department of Ex- 
ternal Affairs at Ottawa was sought 
by A. D. Sebastiani, representing the 
Shoe Manufacturers’ Association of 
Canada and the National Shoe Re- 
tailers’ Association, regarding proce- 
dure in offering the gift to Her 
Majesty. 

A model of the lattice-work sandals 
was presented to Dr. O. D. Skelton, 
Under-Secretary of External Affairs by 
Alfred Marois, president of the Manu- 
facturers’ Association. Dr. Skelton 
stated that the Canadian Government 
would be pleased to offer the gift to 
the Queen and, if accepted, the presen- 
tation will probably be made by Hon. 
Vincent Massey, Canadian High Com- 
missioner in England. Dr. Skelton 
assured Mr. Sebastiani that the govern- 
ment would take up the matter with 
the proper authorities. 

The shoes, Mr. Sebastiani stated, 
will be presented in the name of 
Canada and will be a tribute by Cana- 


dian shoe manufacturers, retailers, re-' 


pairmen and tanners. 

The diamond and ruby-studded pair 
of sandals will be. the initial gift.to the 
Queen. While every strap of the sandal 
will carry the stones, there will be a 
Royal Crown emblem on the front of 
each shoe which will be studded with 
diamonds, rubies and a few rhine- 
stones. 


Canada’s gift will also include two 


other pairs of lattice-work high-cut 
sandals, one pair of which will be 


studded with rhinestones, a pair of 


patent leather pumps, one pair of 
white satin and one pair of black satin 
pumps, one pair of silver kid tie shoes 
with a jewelled crown at the instep, 
one pair of silver kid shoes with a gold 
tongue, a paid each of Coronation red 
and red earth calf, a pair of blue suede 
and a pair of gray suede, each with 
crown design in red earth at the instep. 

The Queen wears size 444B, and all 
the shoes will have continental] heels, 
height 1% inches, except the jeweled 
evening shoes, which will have two-inch 
heels. 

The twelve pairs of shoes were 
valued at close to $20,000. 


Old Shoe Firm Now 


in Partnership 


FERNANDINA, FLA.—The Partin Shoe 
Company, retail shoe concern, for the 
first time in its existence of more than 
70 years, is now a partnership. Thomas 
W. Brown of this city, recently bought 
half interest in the business. 

Mr. Brown, having lived here for ap- 
proximately ten years, is well known 
and comes to the Partin Shoe Company 
with the highest regard of his fellow 
citizens and will be a distinct asset to 
the business. Mr. Partin and Mr. Brown 
as partners, are contemplating increas- 
ing their present large line of shoes 
and adding ladies’ hose. 

The Partin Shoe Company has been 
operated by D. A. Partin for about 23 
years and was established about 70 
years ago by Mrs. J. H. Prescott. 


Opens Foot Relief Shop 


Lone BeacH, CAuir.—Earl D. Black- 
burn has opened “The Foot Relief 
Shop” at 415 American Avenue. As 
the name implies, a full line of Foot 
Relief shoes are carried. K. Tonseth, 
a well-known chiropodist, has estab- 
lished an office in the same store. In 
addition to doing his regular chiropo- 
dist work, Mr. Tonseth will specialize 
in making orthopedic appliances and 
braces. Mr. Blackburn has been iden- 
tified with the retail shoe business in 
southern California for the past 
twenty years. 


Moves to Larger Quarters 


Koxomo, IND. — The Miller-Jones 
Shoe store has moved to new and 
larger quarters at 112 West Walnut 
Street. The new quarters have been 
remodeled and redecorated, including a 
modern front. Their opening adver- 
tising copy graphically told the story 
of the change from the old location 
to the new one, including an actual 
photograph of the front of their new 
store. 
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MERCHANTS’ NEEDS 








Service Your Customers’ 
Fitting Needs 


DUNDE 
Shoe Re-Shaping Device 


Feet having individual 
requirements, some ad- 


are 
to provide proper fitting. If YOu 
don’t make them the customer is dis- 
satisfied. Dunde Shoe Re-Shaping 
Devices help you to service your shoe 





sales. They are your easily operated, 
economical, merchandising instru- 
ments. With them you will create 
customer confidence in your stere. 
You can now buy the complete combination, 
machine and hand iron, for .00 on these 
easy terms: $5.00 down and $5.00 a month 
for six months. 


DUNDE 


SHOE RE-SHAPING DEVICES, INC. 
Republic Bldg., 209 S. State St. 


Chicago, Ill. 





New Dr. Locke Store Opened 


SPOKANE, WASH.—A new Dr. M. W. 
Locke Shoe Shop opened in Spokane re- 
cently, under the management of Lou 
E. Lincoln. The shop, with modernistic 
interior, is located on the second floor 
of the Old National bank building. 

Mr. Lincoln lately, was in charge of 
the Dr. Locke department for the May 
Company in Denver. He describes the 
new shop as a “parlor shoe shop” with 
“no shoes in sight.” Furnishings are 
modernistic and box-type display win- 
dows have been placed in front. 

“Dr. Locke shoes heretofore have not 
been available to Spokane people at 
any point closer than Seattle, Tacoma 
or Portland. We are installing a full 
line of shoes for men, women and 
children. 

Mr. Lincoln is assisted in the new 


store by his son, Dwight C. Lincoln. 


Rule Moves Sample Rooms 


Los ANGELES, CALIF.—George Rule, 
representing the Carmo Shoe Co. in 
Southern California has moved his 
permanent sample rooms to room 1011 
Broadway, Arcade Building, this city. 
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Stockings of the Stars 


[CONTINUED FROM PAGE 26] 


peared in Columbia’s “Lost Horizon,” 
in which she appeared opposite Ronald 
Colman. 

Isabel Jewell, also appearing in 
Frank Capra’s production of “Lost 
Horizon,” has special short length 
stockings made especially for her. 

Mary Astor, Columbia contract play- 
er, wears only evening shades for both 
day and evening costumes. 

Grace Moore, lovely singing star, 
wears sandal foot hose in evening 
shades with all her gowns, save those 
for active sports wear. 

Greta Garbo has special knitted 
slender size 9% made for her. 

Virginia Bruce sticks to knee-high 
stockings in Summer and Winter, even 
this Winter. 

Lily Pons is another adherent to 
the sandal foot hose in the very sheer 
weights. 

Jean Arthur during the filming of 
the picture “More Than A Secretary” 
wore ten dozen pairs of one-thread 
lace sandal foot hose during the pro- 
duction. Miss Arthur wears a pair 
of stockings only once, then discards 
them. One hundred twenty pairs of 
stockings at $5.50 the pair runs into 
some nice little change. Yes, hosiery 
is very important in Hollywood. 


Shoes Parade in the 
Paris Openings 


[CONTINUED FROM PAGE 15] 


Other couture houses featured printed 
footwear to match war print taffeta 
or printed crepe evening frocks. 

New “Waltz frocks,” sponsored espe- 
cially by Patou and Schiaparelli, in- 
vite shoe designers to fresh efforts, 
because the waltz frock skirts are 
short. They are just as short (10-12 
inches) as the short cocktail dresses 
marking the last season or two. With 
the drift to little boots or bottines, it 
is logical that some form of high eve- 
ning shoe could be launched for short 
skirted evening frocks. 

Many a long skirted evening dress 
this season is clipped off in the front 
to show more than the ankles, ‘all of 
which proves that the evening hem 
line and the evening shoe are in the 
ascendancy. 

The glove fitting shoes shown at the 
Schiaparelli opening were made of 
leather with elastic goring as illustrated 
on page 15. But Padova is also work- 
ing on a new process whereby leather 
is so treated that it becomes elastic 
enough to dispense with the goring. 
This process is being developed for Saks 
Fifth Avenue and will be released to 
their American customers in the Fall. 
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A Buying Gu 


BOOTS AND SHOES 


BLOG SHOE COMPANY, New York City 

BROOKS SHOE MFG. CO., Philadelphia, Pa 
BROWN SHOE COMPANY, St. Louis, Mo 

CARLETON, GEO. F., & CO.. INC., Haverhill, Mass 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
CRADDOCK-TERRY COMPANY, Lynchburg, Va 
DOUGLAS, W. L., SHOE CO., Brockton, Mass 

DR. M. W. LOCKE SHOES, Columbus, O., and Brockton, Mass 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 
GILBERT SHOE CO., THE, Thiensville, Wis 
GOODRICH, 8. F.. COMPANY, Watertown, Mass 
GREEN SHOE MFG. CO.., Boston, Mass 

JUSTIN, H. J., & SONS, INC., Fort Worth, Texas 
KEITH, GEORGE E., CO., Brockton, Mass 

MIDWEST SLIPPER MFG. CO., Chicago, III 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
NUNN-BUSH CO., Milwaukee, Wis. 

OWENS SHOE CO., Salem, Mass 

SAWYER, R. J., INC., Freeport, Me 

SCHWARTZ & HERDER, INC., Philadelphia, Pa 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo 
UNITED STATES RUBBER PRODUCTS, INC., New York City 
VAUGHAN-TOWLE CO., Wakefield, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston and New York City 

COLONIAL TANNING CO., Boston, Mass 

ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass 
HUBSCHMAN, E., & SONS, Philadelphia, Pa 

KISTLER LEATHER CO., Boston, Mass 

OHIO LEATHER CO., Girard, Ohio 

RICHARD YOUNG CO., New York City 

SLATTERY BROS., Boston, Mass 

SURPASS LEATHER CO.., Philadelphia, Pa 

TANNERS COUNCIL OF AMERICA, New York City 
UNITED STATES RUBBER PRODUCTS, INC., New York City 
VAN TASSEL LEATHER CO., Norwich, Conn 

ZIEGEL EISMAN & CO., Boston, Mass 


MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 


BUNNY PRODUCTS, INC., Port Huron, Mich 
DuPONT, E. |., DeNEMOURS & CO., INC., Arlington, N. J 
SPAULDING FIBRE CO., No. Rochester, N. H 


STORE EQUIPMENT AND FINDINGS 


DUNDE SHOE RE-SHAPING DEVICES, INC., Chicago, III 
MOHAWK CARPET MILLS, New York City 

NU-WAY SHOE STRETCHER CO., St. Louis, Mo 
SCHOLL MFG. CO., INC., Chicago, Ill 

SHOE FORM CO., Auburn, N. Y. 


Newark, N. J 
VIDSON ADVERTISING PRESS, INC., Boston, M 
TOLMAN PRINT, INC., Cambridge, Mass ss ip 








LAIRD SCHOBER 


I THE SOUTH 


Shoe designers no longer need keep down to earth. Their most exotic designs can 


easily materialize into Single Sole Compo Shoes. The present southern season is wit- 
ness to this fact. The myriad sandals that are seen, the number of designs that are 
shown and sold, all point to the one salient fact—Compo Technique made them pos- 
sible. But materials played their part, too. Cement particularly. Be sure your 
shoes are bonded with Compo Cement, the perfect adhesive developed by du Pont for 
use exclusively in the making of Compo Shoes. For a cemented shoe is only as good 
as the adhesive that holds it together. Compo Shoe Machinery Corp., Boston, Mass. 
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206 


27—Men's Black Elk Blucher, nailed, grain 
insole, oak middlesole, extra heavy Para- 
cord outsole, rubber heel. Sizes 6/14. 
$1.70 
28—Same in Cherry. Sizes 6/12. 


220—Men's heavy dark Elk Blucher, 
nailed, full vamp, leather middlesole, 
extra heavy Paracord outsole, rubber 
heel, all leather. Sizes 6/12.....$2.10 
221—Same in Black Elk with plain toe. 
223—Same with full double oak sole. 
$2.35 


206—Men's Black Elk Blucher, nailed 
grain insole, composition sole and tap, 
rubber heel, iron heel rim. Sizes 6/12. 

$1.67! 
203—Same in Cherry Elk. 
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126— Men's Black Elk 
Blucher oxford, nailed, 
grain insole, oak middle- 
sole, Paracord outsole, 
rubber heel. Sizes 6/12. 
$1.57! 

125—Same with Oak Sole. 
$1.85 

121—Same in Black wax 
with oak sole $1.55 
1208—Men's Black Elk 
Blucher oxford, Goodyear 
Welt, Grain Insole, full 
double oak sole, rubber 
heel. Sizes 6/12. ..$2.15 
1210 —Same with cross- 
cord sole and heel. Sizes 
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ALWAYS TOGETHER— 


AMERICAN LABOR and 
ENDICOTT JOHNSON WORK SHOES 


Always regarded by the American Worker as the standard of 
shoes, Endicott Johnson's Work Shoes offer merchants a real 
opportunity to build a profitable business among the men who 
are the backbone of every community. 


Work Shoes in every case must have the following qualifications. 
They must be comfortable and well made, they must stand the 
stress and strain of hard labor, indoors and out, rain or shine, and 
assure the worker of long and economical wear. 


Endicott Johnson Work Shoes are famous for just these qualities 
and that explains their ever increasing popularity among workers 


everywhere. 


Order Endicott Johnson Work Shoes now! There's a lot of busi- 
ness to be had right now and our In-Stock Departments are pre- 
pared to handle orders of any size quickly and efficiently. 


34—Boys' Black Elk Blucher, nailed, 
grain insole, oak middlesole, no- 
mark outsole, rubber heel. Sizes 


Ch EEE TT te $1.55 
34144—Same in Little Gents’. 
$1.42! 


31—Same with Cap Toe. ..$1.55 
314%4—Same in Little Gents’. 
$1.42! 
405 — Boy's Black Elk Blucher, 
nailed, grain insole, composition 
sole and tap, rubber heel, iron 


heel rim. Sizes 1/6........ $1.55 
405!4,—Same in Little Gents’. 
Sizes HI/13Y/y «2... $1.42! 


1081—Men's Black Elk Blucher, 
Goodyear Welt, caulk Welt, grain 
insole, full double oak sole, rub- 
ber heel. Sizes 6/14 ..... $2.30 
1088—Same in Tan elk with leather 


heel. Sizes 6/12 ........ $2.35 
1080—Same in Black Elk, paracord 
sole. Sizes 6/12 ......... $2.00 


Die 























ST. LOUIS, MO. 
oni | IN Y NEW YORK CITY 


» 
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If you want the 
Children’s Shoe Business 


Just leave it to Buster Brown! 


60% of the Better families in your community are 
reading about this 30-year-favorite in leading national 
magazines. Cash in on this advertising. 

In this one line of children’s shoes, you have every- 
thing that anyone wants. Foot-shaping lasts to assure 
normal, healthful growth of children’s feet. The very 


best materials and consistently dependable workman- 


ship to assure good wearability. A 
variety of attractive patterns in a large 


range of sizes—designed to please all 


Brows Sr.04 Gowan, 


Manufacturers St. Louis 


types of children and parents. A name that’s been 
known as a quality buying guide for more than 30 
years. And sincere advertising in Good Housekeeping, 
Woman’s Home Companion, True Story and Life to 
tell this story to your customers. No wonder, with 
Buster Brown Shoes, it’s easy to have a profitable chil- 
dren’s shoe business. Orders for Buster Browns filled 
promptly through our efficient In 
Stock Department. 


Also makers of Air Step Shoes for Men and 
Women and Official Scout Shoes for Boys 
and Girls, 











| fp just off the presses. . . a new, in- 
teresting book about Pittco Fronts 

. showing you how to draw more 
business, widen your trading area, 
make more money. It’s crammed full 
of facts, figures and Pictures ee a 
“before” and “after” photographs 
of actual, successful installations of 
Pittco Fronts in all sections of the 
country... and with performance rec- 
ords given in.a great many instances. 
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New Book Which Shows You 
How To Improve Your Business! 


There are installations shown which 
are of the same type as yours might 
be . .. definite similarities between 
the businesses pictured and your 
business...which will help you to find 
out what a real asset a new Pittco 
Front will be to you . . . and how 
little it would cost you. 

You can’t afford to miss the money- 
making ideas this book contains. It’s 
yours for the asking . . . absolutely 
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free. So mail the coupon 
...today. Be sure to see the Pittco 
Store Front Caravan, now on a nation- 
wide tour. Contact our local branch 
for information as to when it will 
visit your territory. 


PITTSBURGH, 
PLATE GLASS COMPANY 


Pittsburgh Plate Glass Compeny 
2146 Grant Bldg.. Pittsburgh, Pa. 
Please send me, without obliga’ 
new book entitled anes Bigger Profits 
with Pittco Store Fronts. 





